























y fe You un Sewuce — May this 
be your last Christmas away from 
friends and family, and may the New 
Year bring you a speedy and safe 


return. 


“(oe You at Fame — Our sincere 


thanks for your cooperation during these trying 


times, and best wishes for Christmas and a hap- 
pier New Year. 
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Keep the bonds you buy — for the peace you want! 
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SPEAKING OF 


O GI Joe and his working part- 
ner the sailor and the marine, 
their watch is one of their most 
precious possessions. But the casual- 
ty rate among the watches in service 
is high and many is the timepiece 
that comes back to the States as a 
“stretcher case” for “hospitaliza- 
tion.” 
Here’s a letter that a navy man 





wrote to the Rider Jewelry Co., Lake 
Charles, La., preceding his watch’s 
trip back to this country from 
abroad: 

“Dear Sir: 

“A watch with a down-in-the- 
dumps look about it should reach 
you with this letter or quite soon 
afterwards. Would you try to cheer 
it up a bit and send it back via air 
mail together with the hospital bill. 

“Besides what appears on the out- 
side, there exists also, internal dis- 
orders. I believe several minutes 
are lost daily; this, I think, due to° 
a splash or two of salt water reach- 
ing where they shouldn’t have. 

“In case you find it shall take too 
long a time to patch up the patient, 
do, please, send me a very good new 
watch .. . one with a strong crystal 
and a good band. Ours isn’t a sissy 
game over here, you know. 

“However, if, on the other hand, 
you do send back my old friend, 
please rush her back by air mail as 
I find her company quite essential in 


FOR DECEMBER, 1944 


THE 


JEWELRY TRADE 


my work ... this goes also for any 

new companion you may choose for 
me instead of the old.” 
& 

ITIZENS of the Jap-held 

Netherland East Indies who 

own diamonds are getting the creeps. 

The Japs have just made them a 

promise. 

If they will give up their dia- 
monds, the Japs assure them, they 
will receive in exchange extra rations 
of sugar, tobacco and other “special 
favors.” This is not good news to the 
inhabitants—they figure if the Japs 
want something that bad they will 
end up by taking it without even 
a “So solly, please!” 

Harried by inflationary circulation 
of paper money by the Jap military, 
the people of the East Indies have 
held tightly to all jewels, especially 
diamonds. Now the Japs say they 
need diamonds for their munitions 
plants. On Borneo, the Jap military 
administrators have been ordered to 
buy up at “market prices” all dia- 
monds owned by the local inhabit- 
ants. 

South Borneo has some diamond 
mines, but their output doesn’t 
amount to much. Over a year ago, 
the Japs announced over the radio 
that they were going to increase pro- 
duction under the “guidance of Jap- 
anese experts.” Production, how- 
ever, apparently didn’t increase, be- 
cause at the same time that they 
asked that all diamonds be turned 
in to the military, the Japs also an- 
nounced that they were instigating 
a two week drive to step up pro- 
duction in the Southern Netherlands 
Borneo diamond districts. 
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E hadn't heard of this one be- 

fore but, as it was the tenth of 
its kind, it must be an old story to 
folks of Chattanooga, Tenn. The 
event is a turtle derby, staged an- 
nually by the Lions Club with the 
proceeds going to charity. 

Two jewelers, the Elesay Jewelry 
Co. and LeGrand Jewelry Co., were 
participants in this year’s “running,” 
the former backing “fast-stepping 
Minnie May” and LeGrand advising 
their friend to “keep your eyes on 
Diamond Joe.” 

Rules for the Turtle Derby are 
as follows in case you're thinking of 
buying a stable of your own: 

The turtle derby will be run in 
heats, the winner of each heat com- 





peting in the derby, which is the 
final race, for prizes totaling $175, 
divided as follows: 1st prize, a $100 
War Bond; 2nd prize, a $50 War 
Bond; 8rd prize, a $25 War Bond. 

“All races will be run in accord- 
ance with the rules of the Ancient 
and Royal Association of Amalga- 
mated Turtle Racing Clubs. Turtle 
weight is between 16 and 32 ounces, 
with no handicap for age, sex or 
weight. Turtles getting out of own 
lanes are disqualified. 

“In case of a tie, there will be a 
run-off immediately between the ty- 
ing turtles. 

““Species—Tesudo, Florida. 

“Distance of race—30 feet. 
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“Special attachments to turtles 
are prohibited.” 

The winner? That doesn’t matter 
for the owner of the winning turtle 
invariably donates the prize to the 
charity and then waits with much 
anticipation for the next running. 

ia 

© © 
HERE is an inherent love of 
uniform among our distaff sol- 
diers, the WACs; the shiny buttons 
adorning it are an added source of 
pride. But they still glance long- 
ingly and wistfully in the direction 

of a pair of earrings. 

Captain Elizabeth Suppes, chief 
recruiting officer of the northern 
New York district, let the secret 
out. She has been in khaki for 
more than a year and knows that 
this particular adornment is most 
sorely feminine 
soldiers. 

Wedding or engagement rings are 
all right with the army as are plain 
signet rings. Nor is there any ob- 
jection over pretty bracelets or wrist 
watches. But earrings? The army 
is not ready for them yet. However, 
you can’t stop the girls from window 


missed by the 


JOE JEWELER IN UNIFORM 
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shopping so watch out for a run on 
your earring stock when the last gun 
is fired. 


© © 


_ Yankee traders built up a 
world-wide reputation for sharp 


. business dealing but this has become 


more or less decadent in the past 
few years. It takes a war to bring 
out many hidden talents, however, 
and the Yanks on our fighting fronts 
are getting right back in the swing 
of things in the old barter system as 
evidenced by a recent letter from 
Technical Sergeant Tom Duggan, 
formerly with the Jeweiers’ Circu- 
LAR-KrysToNE and now on leave 
with the armed forces on the Euro- 
pean front. 

“IT had occasion to enter a Dutch 
jewelry store a few days ago,” he 
writes, “in order to get myself a 
band for my wateh. Point number 
one: the selection of bands in ,Hol- 
land (like that in England) %, to 
say the least, crummy. However, I 
got the least repulsive one in stock. 
Point number two: the jeweler, after 
installing the band, flatly refused to 
take my guijJders—he wanted noth- 





“We're out of the red, Joe, here come some last-minute Christmas shoppers." 







- times. 


ing but cigarettes. “Two packages, 
he said. I refused. ‘Guilders or 
nothing! ‘One package of ciga- 
rettes.’ ‘Guilders or nothing! “Ten 
cigarettes.’ “No! Guilders or take 
the darned thing back! So he re- 
signed himself to dealing in specie, 
named his sum, and I paid him. 
“But he put up quite a fight—in 
French, the only language which 
was even remotely common to us 
both. Fancy a dealer in precious 
items, collecting cigarettes—a vitally 
precious commodity among civilians, 
and not exactly over-abundant in the 
Army on occasion. Signs of the 


“Absolutely. no evidence in any 
portion of Holland that I have seen 
of her pre-eminence “as a diamond 
nation. Why should there be? We 
haven’t visited the big di d cen- 
ters. Guess we haven't e¥@n cap- 
tured -them, in} fact. And, if;we do, 
ten to one the retreating Germans 
will kindly #put up, American ‘Off 
Limit’ signs as they leave, just to 
make life less difficult for our 
M.P.s.”_ 


@ ? 


DDER than some of the bizarre 
touches written into films is the 
story behind the steel ring worn by 
a girl at a Hollywood film studio. 
Many people have commented on 
the unusual band. But only the girl’s 
intimate friends know that the ring 
was fashioned by a West Coast 
jeweler from a Jap bullet, 
The bullet ended her husband’s 
life in New Guinea. 
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ANY and varied are the types 
of clocks. that have been de- 
vised over the years but.one of the 
most unusual we've heard about is 
in the form of a miniature locomo- 
tive, of an 1891 vintage. Made en- 
tirely of wood and spotted with 
jewels, as the clock ticks along, 
every working part of the engine 
moves, including piston rod, drive 
shaft and wheels. It doesn’t go any- 
where, however, for it is raised above 
the platform to which it is attached. 
This remarkable model is part of 
a collection of antiques owned by a 
Boston jeweler who values it at 
$25,000. He acquired it from a 
cabinet maker years ago and has 
since displayed it in the window of 
his store numerous times. 
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ZZIE NELSON and Harriet Hilliard wish 
you a bright, white Christmas! 


“We’re going to have a special show for you 
Christmas Eve,” they promise. “Listen in. 
We'll be saying ‘Happy Holidays’ to all your 
customers. And telling them that in Christ- 
mases to come, beautiful 1847 Rogers Bros. 
silverplate will be on gift lists once more!” 


Yes—as soon as war demands permit, Amer- 
ica’s finest silverplate will be made again. Those 


distinctive patterns with the higher, deeper orna- 
mentation—First Love, Adoration, and Eternal- 
ly Yours—will be back, to thrill your customers, 
and make sales for you! 


Plan now for that day. And in the meantime, 
feature your radio show, “The Adventures of 
Ozzie and Harriet.” Tell your customers to tune 
in, every Sunday! (6 P.M., E.W.T., on every 
station of the Columbia network. ) 


| 1847 Cages Broe- 


‘‘America’s Finest Silverplate’’ 
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Credit files will need post-war reorganization. 


Employment readjustments following the war will bring new 
problems in credit operation. War credit histories must be 
discounted and the jeweler far more discerning in judging 

an applicant’s current and future income cutleok. 


by JOHN T. BARTLETT, 

Co-author, Retail Credit Practice, Credit 
Department Salesmanship, and Methods 
of Instalment Selling and Collection 


HEN a credit man remarks, “After this war, 

I'll earn my salary again,” he probably is think- 
ing of the problems he is going to have in judging con- 
sumer credit risks when a lot of war-time incomes are 
going to be seriously deflated. I listened while a Denver 
credit man elaborated his views. 

“Our No. 1 headache will be the confusion resulting 
from the worthlessness—practically that—of so many 
credit histories. Before this war, we could call on the 
credit bureau for a report, get it in most cases, and use 
that report in comparatively rapid arrival at sound 
judgment. If the report showed the applicant had met 
his bills in a satisfactory way, with a number of mer- 
chants, and over a period of time, those facts carried 
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large weight, went far toward qualifying the customer 
for credit. 

“You see, we knew that if a man had been extended 
credit rather widely, and had made good on it, there was 
the presumption that he was a capable individual who 
knew how to handle his affairs. Following the depression 
of the early 30’s, a great many of the weaker consumers 
had been eliminated from ledgers. 

“Credit histories meant a great deal to us. 

“But see what we are going to be up against, as the 
war ends, and fundamental readjustments in employ- 
ment occur! The fact that Joe Fletcher has had steady 
work.since 1940, and that several stores have extended 

(Please turn to page 194) 


155 




















The winners—and are they happy—pose with Mr. Behrstock, at extreme right. 






























Need An Alarm | ¢ 


EADERS of morning papers in Glendale, Calif, 
were startled one day recently when they saw a 

large advertisement by Barry’s, local jewelers here, 
headed, ‘Do You Need An Electric Alarm Clock?” The 
ad went on to state that Barry’s had twenty clocks like 
the one pictured that would be given away without cost 
or obligation to the twenty persons most in need and 
deserving of them. 

“Here is all we want to know,” the ad stated, “write 
a brief letter stating your reasons for needing an alarm 
clock. Three impartial judges will select 20 letters 
showing the greatest need and the writer of each will re- 
ceive an electric alarm clock with our compliments. 

“Judging will be based solely on the writer’s need. 
Literary talent or fancy composition have no bearing on 
the judges’ decisions. If you actually need an alarm 
clock, write your letter NOW.” 

Everyone knows of the shortage of clocks but there 
is little realization of the acute need some people have of 
a clock or the important part such an everyday item 





BARRYS “Sowers 
i icture 
have twenty like the above pic 
-TO BE GIVEN AWAY 
WITHOUT COST OR OBLIGATION! 
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500 and touched upon practically every known human 






a y ae need. 

and Alwaye . . 

a wane The reasons for this promotion? Here they are: 
Sen Fernando ~ 


Glendale is in the midst of many important war in- 
dustries, ranging all the way from the huge Lockheed 
Aircraft plant down to innumerable small shops employ- 
ing thousands of workers engaged in essential govern- 
Appearing in the local Glendale, as well as sisryilenells cies ihe Sone Tv preriquely op “in bed-oy 
ia the ‘Lochhead factory: newspapers, | the ten and up-by-seven” community. War-created industrial 
above ad brought in hundreds of replies. conditions have changed that placid routine as it has in 


. BRAND BLVD. 
ee CALIF. 


FIFTEEN YEARS IN GLENDALE 
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‘Just write a letter expressing your needs’’, was all that was 


meeessary when Barry’s, of Glendale, Calif., offered alarm 
elocks free te the twenty people they judged needed them most. 


numerous towns all over the country and it is now not 
unusual for a working family to face four or five differ- 
ent getting-up hours in the course of the day. These 
hours in actual cases range from 2 A.M. to2 P.M. A 
dependable alarm clock is an absolute necessity under 
these and similar conditions. 

All of us in the retail jewelry field know how alarm 
clocks come to our stores in small lots of two or three 
at a time, spread out over a period of weeks and some- 
times months. Distributors try to play fair with their 
customers but there are not enough by a long way to 
_satisfy present critical needs, let alone demand. Putting 
these clocks on sale as they arrive does not mean a thing 


Clock? ... 


Here’s One Free! 


by SAM BEHRSTOCK 
Barry's Jewelers, Glendale, Calif. 


as those who are lucky enough to secure one are not 
always those who have the most need of a clock. 

We could have sold these clocks as we got them, mak- 
ing a little profit on them, but that would be that. On 
the other hand, if we could manage to save up a few of 
these clocks, and, rather than selling them at once, we 
could give them away to those who were most in need of 
them, the advertising value of such a gesture would pay 
many times over the small profit that would be realized 
from their sale. . 

With this in mind and the sincere desire to distribute 
these clocks to those homes whose need was most acute, 

(Please turn to page 197) 


Winners of the twenty alarm clocks received the 
letter reproduced below, at the left. Others who 
were not so fortunate received the other which 
stated that they were being put on a priority list 


to be notified as soon as new clocks are received. 
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Analyze Your Display Problems 


For a Better Year Ahead 





ITH the ending of the old year and the begin- 

ning of a promising new one, the annual stock- 
taking period is on the calendar for most stores. In the 
display department, the year’s inventory is generally a 
minor matter. but some time might well be devoted to 
another kind of stock-taking—analyzing the store’s dis 
play problems in a general way and getting a sense of 
perspective in regard to them .. . adding up the display 
assets and debits, as it were. Day to day routine often 
robs us of this perspective attitude and periodic “‘time- 
out” for self-analysis is a healthy habit. 

To start you on your way, here are a few questions to 
stimulate your thinking! 

What window displays and promotions during the past 
year were the most successful in either bringing in direct 
sales or drawing comment and interest which will aid in 
building future sales? How about jotting down the 
themes of these successful promotions and spending a 
little time analyzing the reasons for their success? Were 
there any that are worth repeating in the coming year? 


Were there any basic ideas which can be applied to other 
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themes? Do you make it a habit to occasionally approach 
your store with a completely detached point of view .. . 
looking at your windows and store front not as the 
owner or manager or whatever your position may be, but 
as a total stranger with no personal connection with the 
shop? It is surprising how much more you see when you 
look at the store from this vantage point. 

When a new window is being planned, do you con- 
sider whether or not it will have attention value from 
across the street ... from a passing automobile or bus? 
And after the window has been installed, do you make 
it a point to walk across the street and look at it and do 
vou occasionally drive by the store and give it a “once- 
over”... still with the “detached” viewpoint? 

Do your windows express the personality of your 
store? There is a wide range in the types and personal- 
ities of Jewelry stores, catering to various types of cus- 
tomers. Unless your store front and window displays 
express that of your own particular shop, you will not 
attract those you are designed to serve. 

(Please turn to page 200) 
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An easy-to-install display, even 
in the midst of the Christmas 
rush, is the one shown at left. 
Directed at those last-minute 
shoppers, a _ representative 
showing of suggested items are 
displayed in the foreground 
with gaily wrapped gift boxes 
suspended from the ceiling. 











Your New Year display should 
be easy to install, too, as it 
should go in the morning after 
Christmas. The theme is a 
toast to a happy and victori- 
ous 1945 with a showing of 
appropriate accessories for the 
occasion from your silver stocks. 


Give your promotions of the past twelve months a good overhauling 


as you make ready to go into a new year. Here are some questions 


to ask yourself in reviewing vour display assets for future plans. 


by VIRGINIA DIXON 


January also brings a birth- 
stone display with garnet the 
featured stone played up in 
rings, floral pins, necklaces 
and earrings, all against a 
background of snowflakes. 
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To save electricity, night shoppers pushed button to illuminate displays. 


Don’t Sell Items 


Se@N ELL your store through your merchandise,’ coun- 

sels Ben Rush, advertising manager for Detroit's 
old-line jewelry merchandisers, Wright, Kay & Co. 
‘Don't sell price, don’t sell glitter, and don’t sell con 
siderations other than quality, at the expense of your 
store's name,” Mr. Rush continues. 

Summarized in those few words is a sales philosophy 
which has brought this top-flight jewelry firm to its pre- 
eminent place in the roster of America’s fine retail 
jewelers. 

“If you sell a piece of jewelry by advertising that 
you're offering it at a special cut price, you merely sell 
the one item. But tell that reader how a diamond’s value 
depends not on its size alone but on its color, flawlessness 
and cutting; and ask that reader to come into your store 
for an explanation of those factors, and you have suc- 
ceeded in selling him the idea that your store is a good 
place to patronize for any article of jewelry. You've 
established in his mind the fact that you’re extending 
him a helping hand—that he can count upon you for 
honest expert advice to aid him in getting full value for 
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Sell Your Service 


! 
‘You wish tO see o 


This little card told customers how and why. 


his money.” That, according to Mr. Rush, is merchan 
dising on its highest levels. ‘Merchandise sold withou 
that honest, and fearless brand of salesmanship, is n¢ 
sold merchandise at all. It’s merely bought.” 

To illustrate his point, Mr. Rush takes the case of 
man who has bought a diamond from one store on a basi 
of price and size alone, and compares notes with a frien 
who has bought a stone from another jeweler who ha 
explained diamond values and sold him a quality ston¢ 
The second man knows why his diamond, small thoug 
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may be, is as costly as it is, realizes that he has re 
eived full value, is satisfied with the transaction, and 
But the 
1an who bought blindly with no sales help other than 
1e prodding of a pressure-sales-talk, does not know 


ill probably go back to the same store again. 


that his stone may have perceptible flaws and faulty 
oloring. True, he bought his stone, even though he 
ay not have been fully sold on it. But also, he may 
never go back to that store again. 

“Sell the idea of your store as a good place to buy 
jewelry—don’'t just sell the immediate item,’ urges Mr. 
Rush. 


samples of which are reproduced here, point up his sales 


The advertisments used by Wright, Kay & Co., 
idea. Price is minimized always and information about 
“What 
information do you want concerning diamonds?” one ad 
asks. It goes on to enumerate the factors which the 
consumer should consider in making a diamond purchase, 
and concludes with an offer to assist in making the best 
selection. It sells the store, rather than the stones illus 
trated, for only at the very end of the ad, in small italic 
type does a description of the illustrated rings appear. 
Even then there’s no flight of fanciful imagination in 
describing the jewelry. It’s factual, interesting informa- 
tion, tellingly relayed to a thoughtful purchaser; one 
who represents the tvpe of clientele to which the store 
wants to cater. 


the items on sale is given the major attention. 


Wright, Kay & Company's advertising knows no high 
pressure campaign seasons. For the same reason that 
they minimize the importance of price in their ads, they 
carry on a steady consistent campaign every day of the 
year. Utilizing the three major metropolitan daily news- 
papers in Detroit, the store standardizes on a two col- 
umn advertisement usually seven inches deep, though 
occasionally a little larger. The same general style of 
layout is usually employed, thus giving the advertising a 
Attractive, 
accurate illustrations are captioned in punchy phrases, 
followed by a body of interestingly-compiled and closely- 
knit copy that tells a straightforward factual story. Be- 
low the copy is a brief description of the item illustrated 


high recognition value and cumulative effect. 


and following that is mention of price. 

Selling name merchandise by the name which has been 
built over long periods through consistent advertising 
and promotion by the manufacturer, is another of Wright- 
Kay’s advertising themes. When watches or silverware, 
for example, are featured, manufacturers’ names are 
always played up. (Naturally, only standard brands 
are handled.) 

One of the most successful series of recent months 
has been the birthstone campaign. Featuring a different 
stone each month, the copy explains briefly some of the 


romance and the history behind the stone. This informa- 
(Please turn to page 202) 





Emphasis on quality and service'rat her than price"brings 
‘ ~~ 


“repeat’’ customers to Wright, Kay & Co.. Detroit. whose 


merchandising formala is based on’selling’store’ prestige. 


by DORIS MOSS 


Simple but effective small space ads, 
with prices minimized and major atten- 
tion given to merchandise information, 
is Wright-Kay's advertising formula. 


























Selling the cus 
tomer on ex- 
panding a single 
favorite piece 
into a set is even 
more profitable 
than remounting 
old stones be- 
cause you sell 
new stones, too. 


Can Be a Profitable Sideline 





Eprror’s Note: Elizabeth M. Booth is connected with 
Hermann Antemann, jeweler, 57 Maiden Lane, Albany, N. Y. 
The business, founded by her grandfather, is 75 years old. 
Miss Antemann, her aunt, is the present head. Mrs. Booth, 
herself a grandmother, recently took her final examinations 
for the degree of Registered Jeweler in the Gemological In- 
stitute of America. We had heard from so many sources 
about her success in the remounting phase of the retail 
jewelry business that we asked her to tell us how she did it. 
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HE remounting business can be a headache or 4 
handshake. 

You can treat it as a mere time-consumer; you can 
sidestep it as not worth the trouble when new goods are 
so easy to sell, and you can talk people out of it until 
after the war. 

On the other hand, you can use the remounting of 
diamonds and the reconversion of old jewelry as the glad 
hand that gets old friends back into the store. Also this 
business may channel in your direction some of the de- 
partment store dollars now flowing past your door. 
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Redesigning jewelry is phase of business that most retailers 


sidestep. but **special order work” as distinguished from --repair 


work” ean be a real profit-maker for the retail store. 


There is a distinct difference between repair work and 
special order work. Repair work is a service and that 
has its place, too. But we do our special order work for 
profit. 

We don’t have any “Custom Department” sign, coun 
ter or special equipment in our store. We don't run news 
paper advertising. We are not the largest or most ex 
clusive shop in Albany, by any means. We have no 
jeweler on the premises, not even a watch repairman, 
although at one time my talented grandfather, Hermann 
Antemann, made most of the fine jewelry we sold, and 
often as a little girl I worked the bellows to fan the fire 
to melt his gold. 

Now there are only my aunt and myself to do every 
thing that must be done in a jewelry store. I am not a 
draughtsman or a rendering artist. I am merely inter 


ested in good jewelry design and have been a student 


by ELIZABETH BOOTH 
as told to Dorothy Dignam 


of gemology, especially diamonds, for the past five years. 
My job in the store is to sell, and when I sell someone 
on having a new piece made, I’m the one who has to go 
out and get it made. 

So our set-up, I’m sure, is no different from that in 
And yet I just 


counted over the envelopes for repairs, remounts and 


thousands of small family jewelry stores. 


new custom-made pieces covering the past three months 
and they total. 800! 
actual cost on every job (in big cities, of course, the 


We get a 50 per cent mark-up over 


mark-up is often 100 per cent) and we didn’t have to 
send out twenty bills in the whole three months. All 


(Please turn to page .206) 
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From a diamond 
filigree barpin 
and box bracelet 
the triple-loop 
bowknot shown 
in the drawing 
was designed. In 
the other, a star 
sapphire barpin, 
containing some 
good melee, two 
pear-shaped dia- 
monds and four 
smaller star sap- 
phires, was re- 
designed into the 
more imposing 
piece shown here 
in the drawing. 
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YQ much is being said about post war improvements 
~ in retail jewelry store design and store equipment 
and fixtures, that one might be led to believe that the 
operation of a jewelry store will be just like some of 
the more fanciful ideas about Mrs. America’s new post 
war kitchen. In those beautiful dreams, she'll merely 
press a button, and presto, dinner will be cooked and 
appear on the table ready to serve, with no further ef 
fort. Presumably when the jeweler presses his button, 
out will pop the diamond ring all boxed, wrapped and 
sold. 

Both dreams are equally fantastic. Just as the house 
wife is going to have to continue to cook and wash 
dishes—though she'll have better and ‘more efficient 
equipment to help her with the job—so the jeweler is 
still going to be faced with the problems of how to dis 
play and sell his goods effectively even with his new and 
improved equipment. 

For, like the housewife he will have better tools to 
help him with his job. Already there has been a definite 
change for the better in the design of jewelry store fix- 
tures in that today the emphasis is on their functional 
rather than their architectural qualities. That is, fixture 
designers are not thinking merely of the appearance of 
a piece of equipment, but of the purpose for which it 
is to be used 
but an efficient tool for selling—not to make it attract 
attention to itself, but to enhance the merchandise it dis 


how it can be made not only good-looking. 


plays, and to provide quick accessibility to the goods. 
The tools will be available—the question is how they 
can best be employed. How then shall we plan our post 
war store to put them to best advantage? 

It must be borne in mind that the typical jewelry 
store operates in a relatively small floor area and will 
probably continue to do so. Few jewelry stores can 
afford lavish spaciousness. In his limited square foot 
age, the jeweler must carry many widely differing lines 
of merchandise—he must have space for his repair 
department, his office, his storeroom. Space is at a pre 


mium, and must be used efficiently. 





Make Your Post War Store 


In planning any retail store and particularly a jewelry 
establishment, there are a few basic rules that should 
always be followed if an efficient retail unit is desired 
Among them are: 

1. Departmentalization of the store--a department 

for each type of merchandise, even if the depart 
ment consists of only one show case and one wall 


case, 


te 


Arrangement of departments in such a way to ob 

tain the maximum benefit of store traffic. 

3. Logical grouping of departments with respect to 
one another. 

t. Proper display of merchandise. permitting it to do 

a little selling of its own. 

Quick accessibility both of goods on lisplay and of 


wa 


reserve stock. 
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Plan A. This floor plan, below, is designed for the 


average size jewelry store. Small though it is, it 
is completely departmentalized for efficient selling. 





RECEIVING 
















































3 
° 
o 
2 egies 
3 T f . | 
2 L | ~__| | 
] @or..o Learner. FOUNTAIN 2 - DpasK 
z TEWSLARY dooos Pens SILVERWARE | aus 
Casucdee 
OFFICE 
\ 
Se —— 
GET OISPLAY TABL | 
WwaTawuHes Diam egrncs STOKE SNCs \ A | sare 























WePeay wieme 








SHOW Window) 
/ 
, 








Qe TS -APPLIAN CES - BACICS 





biso cestanas ——— A\R OFPT. 


Ls! 


THE JEWELERS’ CIRCULAR-KEYSTONE 


—s ti ial 
f a ee a a 
He r = ro 
| 
Lom : = ex = —— = he 
{ if 
| | NOVELTY, Jewe.ay yewerear STOOS Rinks 






















a Tool for Selling 


Despite the dreams of peacetime business. 
retailers will still be faced with the 
same problems. Some **down-to-earth”’ 


suggestions on store arrangement that will 


help vou do a more efficient selling job. 


by MURRAY M. PEARLSTEIN 
JC-K Consultant on Store Design 
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Use plain paneling,: as 














Receiviwa d WRAP PING shown above, for be- 
hind the diamond coun- 
ter. Recessed niches 
displaying a pair of 

< crystal lamps, help 

\ break the monotony 

sani ™ a of the plain surface. 
fl | 

Claswhea ||sar = | 

} | i % 

} lL a i} 4 

| | or rice ‘ 

. | , e 

| | | 

‘ , 

; > Plan B, at left, suggests 
| x | Sask | pesx | c a floor plan for oa 
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beard Sreice | cause of the additional 

width, permits placing 
i ? ras departments down the 
| 7 we, center of the room. 
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With this article are presented three floor plans show 
ing how these principles of efficient store arrangement 
may be applied in the three different types and sizes of 
store units which are most frequently occupied by retail 
jewelry establishments. All three are planned for carry 
Naturally 
stores will show small variations from these mea 


ng a general line of jewelry merchandise. 
many 
surements, but they are typical, and can be readily 
modified to fit these minor variations. 


Che article deals only with the arrangement of the 


foor plan. Details of the store equipment are omitted, 
since to describe the innumerable designs which are 
available would take up hundreds of pages of small 


print. 

Plan A, is the average size jewelry store, 17 ft. by 70 
with other stores on both sides. Note that the arrange- 
it of the equipment definitely departmentizes the 


++ 
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store. 


small, each carries 
Note also that 
each floor case is backed by a wall case for the display 
Don’t 


overcrowd these wall cases. Don’t jam them so full the 


Though the departments are 


one and only one type of merchandise. 
of additional items of the same class of goods. 


customer can’t see any individual item—give the mer- 
chandise an opportunity to sell itself. The display area 
is planned to enhance the items you have selected for 
display—-it is not a warehouse. The space below each 
display is occupied by drawers for reserve stock. Drawer 
fronts should have name plates identifying the mer- 
chandise they contain, thus eliminating waste of the 
salesperson’s time in finding any desired item. The show 
case in front of the wall unit is of standard jewelry 
tvpe with similarly arranged drawer units beneath. 


(Please turn to page 176) 




















What Should We Charge 
For Wateh Repair Work? 


Survey by Watchmakers’ Association of Indiana indicates need 


of practical means of finding business costs and re-pricing of 


repairs at level that is **just and equitable” to all jewelers. 


HE question of what to charge for various watch re- 
pair operations is one of those perennial problems 
that have plagued the watchmaker and jeweler for years 
~one that never fails to be discussed or argued whenever 
two or more of them get together. 

The jeweler is constantly between two fires. If his 
prices are unduly low, he must either lose money or 
skimp on his work in the attempt to come out whole. 
If he charges a reasonable mark-up over what the work 
really costs when he takes into consideration all the 
things that should be charged against it, including not 
only wages and materials, but rent, light, advertising 
and other items of overhead—then he is likely to ar- 
rive at a price so far above his competitors that the pub 
lic thinks he’s a robber, and business is driven away. 
The problem is further complicated by the fact that 
many stores frankly place their repair departments on 
a barely break-even basis, figuring that it builds good 
will and creates store traffic for the benefit of the other 
departments on which they depend for their profit. 

Whether these two points of view will ever find a com 
mon ground is an open question. Meanwhile, every in 
telligent and open-minded study of the problem is cer 
tainly an aid to a better understanding, and increases 
the hope of a reasonable solution. 

Such a study has just been made by the Watchmakers’ 
Association of Indiana which has been conducting a sur 
vey of the prices being charged in that state for watch 
repair work. 

Attached to the September issue of the association 
organization -the “Hoosier Watchmaker’—-was a repair 
price survey card on which members were asked to fill 
in their prices for various operations on various sizes 
and types of watches. 

A large number of replies have now been received 
“from which it is evident,” says the association, “that 
the industry is badly in need of some simple practical 
method of finding the cost of doing business, and also 
needs a re-pricing of retail watch repairs at a level that 
is just and equitable to all concerned.” [We suggest a 
study of the methods set forth in the November, 1943. 
issue of JeEweLers’ Circutar-Keystonr, page 84.—Ed. | 

The questionnaires received have been classified in 
three groups and an average taken for each of the 
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three. The average figures for each group are as follows: 


GROUP I 


Grade 6-17). 19-23}. 6-17). 19-21). 

Size 18-4/Os 18-4/os 5/o0-6L 5/o-6L, 5L. or Less 
sal. Stf. 2.60 3.40 2.95 3.50 3.55 
Jewel 1.85 2.00 1.85 1.90 2.30 
Clean. 2.60 3.35 2.75 2.70 8.85 

M. Spr. 1.82 2.00 1.95 2.00 2.25 
Crown. 1.10 1.10 1.10 1.10 1.12 
Stem. Lite ey 1.12 1.12 1.35 


What discount do you suggest on Combination Jobs? 15%, 


GROUP II 
(irade 6-17). 19-23). 6-17}. 19-21}. 


Size 18-4/Os 18-4/o0s 5/o-6L 5/o-6L  5L. or Less 
Bal. Stf. 3.50 4.40 3.85 1.75 5.00 
Jewel. 2.25 2.50 2.50 2.50 2.60 
Clean. 3.90 4.70 6.20 4.90 5.25 
M. Spr. 2.25 2.60 2.25 2.60 2.60 
Crown. 1.30 1.50 1.30 1.50 1.50 
Stem. 1.45 1.65 1.45 1.65 1.50 


What discount do you suggest on Combination Jobs? 10%. 


GROUP III 


Grade 6-17). 19-23). 6-17). 19-21). 

Size 18-4/Os 18-4/o0s 5/o-61 5/o-61. 5L. or Less 
Bal. Stf. 4.50 5.32 4.82 5.55 5.55 
Jewel. 2.57 2.70 2.70 2.65 2.85 
Clean. 4.10 4.10 4.75 5.05 5.25 

M. Spr. 2.32 2.50 2.43 2.35 2.70 
Crown. 1.45 1.45 1.45 1.45 1.45 
Stem. 1.65 1.78 1.73 1.73 1.73 


What discount do you suggest on Combination Jobs? 12%. 
A statement from the Association comments: 


“Group No. 1 contains the greatest number returns, 
and it is in this group that the lowest average Retail 
Watch Repair prices exist. Also the highest average 
combination discount—15 per cent. In fact they are 
below the prices charged by Wholesale Trade Shops, 
and should be revised. 

“While Group No. 2 showed an increase of average 
Watch Repair Prices over Group No. 1 they were be- 
low levels that would assure the economic security to 
which skilled watchmakers are justly entitled, and 
should be revised. 

“Group No. 3 showed watchmakers in that group had 
given considerable thought to the over-all repair price 
problem, for the general average of this group was 
equitable and adequate to justify the time necessary to 
do a first class job.” 
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INSPIRED BY 
THE MACHINE AGE 


EARLY every phase of life within our historical knowledge has come in for its share of 
glamorization by stylists and designers, old and new. Today’s so-called Machine Age, still 
yet come im for its place in the sun but as of 


However, it has 


an infant in the field of Aesign inspiration, may 


now, it seems at odds with the decorative pieces with which we are familiar. 


nol been overlooked as is evidenced in the above creations by G. Pohli, of New York, who has 


used such commonplace things as calipers, a leaf spring, gears, a crane hook, and roller bearings 


for his inspirations for the bracelet, brooch, earrings, watches and rings illustrated here. 


Its place in the style picture of today 
have taken over man’s place on the production line on the home front who knows? 


may be hard to conceive but with the way that women 
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. AGT 
* Ce) and other Lighters 


PRESS—it's lit! RELEASE—it’s out! 


Best for ALL lighters 








JANUARY...YOQUR TOP MONTH 


FOR SALES OF RONSON 


LIGHTER ACCESSORIES 


This January promises to top all former Januarys with record 


Ronson lighter Accessory soles, For more lighters are’ in use 


today than ever before. 


And consistent national advertising is selling your customers this 
proven fact: all lighters, regardless of make, serve better and 
\onger .. 


Ronsono) Fue), extro-engh Ronson Redskin Finis’) 


So stock up now! Get ready for this January's big rush for 
Ronson Lighter Accessories. 


Avoid Inferior imitations 


Wartime production conditions necessitate thal arders tar RONSON Accessories 


be placed in advance. Mail yours today or write for complete information: 
Art Metal Works, Inc., Newark 2, N. J. 

MAKE YOUR DOLLARS FIGHT—BUY WAR BONDS! 
"Trade Mark Registered 


FOR All LIGHTERS PRESS... it’s lit! 
RONSON’ )-" 
REDSK1IN— o 7 
LIGHTER ACCESSORIES To) ) 


by makers of RONSON, World's Greates? Lighter 








. when Ronson-ized (supplied with Ronson Wicks, 


Ronson Lighters made today are 
requisitioned by our Government 


for Armed Forces overseas. 


When huge mitary needs are 
met, we hope to be able to serve 


you again with RONSONS. 


But, even while the World's 


Creoles! Lighters ore serving the 


world's greatest fighters, constant 
national advertising is keeping 


your customers Ronson Lighter- 


conscious .. . building a post-war 


market for you fo cash in on after 


the war. 


RONSON 


WORLD'S GREATEST LIGHTER 








NATIONAL ADVERTISING of RONSON Lighters and RONSON Lighter Accessories is currently appearing in Life, Saturday Evening Post, 
Collier's, Liberty » Esquire, New Yorker, Click, Pic, Pathfinder, Outdoor Life, Field & Stream, Sports Afield, Popular Science, Popular Mechan- 
ics, Mechanix Illustrated, Argosy, True, Flying, etc. and in 60 leading newspapers, a total circulation in excess of 31,000,000 per month. 
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This new engagement ring mitt of brown 
satin, designed by Helene Garnell, shows 
to advantage the brilliant-cut solitaire 
and enhances the gold-ribbed bracelet 
with over-bands of clustered diamonds. 
















Here the mitt permits the display 
of a marquise diamond engagement 
ring with a matching bracelet of 
marquise and baquette diamonds. 
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The luncheon was well attended by 
fashion editors representing all 
fields, and the socially prominent. 


Diamonds Featured In 
Hotel Pierre Style Show 


IAMONDS as an essential to the well-dressed 
woman were brilliantly publicized at a luncheon 
style show, titled “Diamonds for Furlough Festivities,” 
and staged in the Cotillion Room of the Hotel Pierre, 
New York, on November 8. Fashion editors, who at- 
tended the showing, were enthusiastic in their endorse- 
ment, and much favorable publicity for diamond jewelry 
may be expected to result. 
Jewelry was supplied by Van Cleef & Arpels, and the 
hats, dresses and accessories were especially created by 


Helene Garnell, prominent designer. 


A diamond watch bracelet of 
clustered diamonds, fastened 
in padlock style, stands out 
distinctly against the brown 
satin. The large earrings are 
gracefully designed diamond 
stars with curved points. 
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See on her finger—the ringset star that guides 


\) of -? Wty his thoughts in swift succession to her ‘round the 


Y earth's great curve. Today its steadfast light reflects their 


love and confidence while he is distant. Tomorrow 


it will flame with the joy of their reunion. 


MARY ELLEN,” OY JERRY FARNSWORTH, FROM THE Of BEERS COLLECTION 


ONE-QUARTER CARAT €) $85 to $200 


ONE-HALF CARAT &) $190 to $375 


ONE CARAT *) $540 to $835 
can never be replaced or duplicated; 


-y) 
Two carats | A $1375 to $2300 : , . 
. it becomes their talisman for 


An engagement diamond that has stood this bright 


watch between young heart and absent heart 


Facts About Diemends: These are aver Industrial Diamonds — a key priority for all the future—the more-than-precious 
age current prices for unmounted qual- high-speed war production—come from 

ity diamonds. Add 20% for tax. (The the same mines as gem stones. Millions 

exect weights shown occur infre- of carats are used in United States treasure of all their life to be. 
quently.) Size alone does not deter industries today. The occasional gem 

mine diamond values. Color, cutting diamonds found among them help de- 

brilliance and clarity have an equally fray production costs for all these 

important bearing. You should have a fierce little “fighting” diamonds. Thus, 

trusted jeweler’s best advice at all there are no restrictions on the sale of 

times when buying diamonds. diamond gems 


DE BEFRS CONSOLIDATED MINES LIMITED, AND ASSOCIATED COMPANIES 


Sentiment sells diamonds Even when new post-war products bring keen competition 
for the consumer dollar . . . diamonds will continue to be cherished for their sentimental and spiritual 
significance. ¢ Already a great national advertising campaign is working to protect your diamond 
volume .. . reaching a circulation of 138,906,257 . . . emphasizing the precious qualities that set the 
diamond, symbol of love, apart from all other objects of the earth. By De Beers Consolidated Mines. 


lLtd., and Associated Companies. 
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ee BM EWELS in the Modern Manner” is the theme of this, the twelfth and final plate in the 





current series of Sol P. Kaufman, 562 Fifth Ave., New York, interpreting the themes and 
moods of the great design periods. Graceful flowing lines of dynamic symmetry express the drive 
and vigor of the mood of today, carried out in bold three dimensional treatment. Mr. Kaufman 
has executed these drawings to show diamonds and sapphires mounted in settings of white metal— 
white gold or palladium today, but platinum will again be available after the war. The same 


themes can also be expressed in other stones as well, and in mountings of pink or natural gold. 
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in the modern manner 


A masterpiece in abstraction, a chair with 

subtle curves, a glass house without windows, 
-these are manifestations of the modern 
manner. Sapphires and other precious stones fit 
perfectly with the mood of today. Consult 


Stone Headquarters—always! 


sie 


& sO 5 
s. nathan & co. inc. rat 


48 
610 Fifth Avenue, New York 20, N. Y. 
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Building a new store 
during these times calls 
for a lot ef ingenuity 


and far-sighted planning 


This modern store front permits 
a wide-angle view of the display 
windows and entrance. Note the 
two shelved display units, one 
on each side of the glass doors. 


Plan for thee Future 


In War-Time Stores 


i ILDING a new jewelry store during wartime 
economy in a town whose normal business trend 
is good, but a town which became a booming center of 
aircraft industry was a tough problem that we had to 
face recently. Forced out of our established location due 
to the termination of our lease at a time when rents in 
good locations were at an all-time high, it was necessary 
for us to pick a new location, one in which we could build 
a jewelry store both to meet immediate needs and also 
one where we could maintain an establishment that would 
meet the post-war needs of Santa Monica’s growing 
population. 


Many far-sighted jewelers, anticipating this increase 


by MANNEY LIPPETT 


Shaw's Jewelers, Santa Monica, Collif. 


Directly behind the cashier's desk 
which is flanked by the repair 
desk, is an office where the buy- 
ing and executive work is carried 
on. Like all other units in the 
store, this is fully exposed to view. 


in business, had opened either original or branch stores 
in Santa Monica. We wanted a store that would stand 
out in our now well-represented field; one that would 
meet with the latest in modern store design. Discreet 
questioning on the part of Shaw’s personnel drew out 
many fine ideas from the many friendly customers whose 
patronage we enjoyed, as to the type of jewelry store 
they preferred. And so, finally, a store of modern design 
and layout, one having a warm and inviting interior, a 
friendly and enticing front, and one that will be as 


modern ten years from now, was transferred from the 


architect’s board to a reality. 
(Please turn to page 216) 
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Make Your, Post War Store a Tool for Selling 


(Prom page 165) 


It will be noted that the less expensive lines have been 
grouped together on oné side of the,store—the left hand 
side as you enter, in this case—with the more valuable 
merchandise on the other side of the store. Going down 
the left hand side from the entrance are costume jewelry, 
novelty jewelry of somewhat better grade, gold jewelry, 
leather goods, and fountain pens, in that order. Thus 
each department is next to a related one. Also, the 
items which are most likely to be bought on impulse are 
placed nearest the entrance where the maximum traffic 
will pass. 

On the opposite side, starting at the front of the store, 
is the watch department with drawers for stock in the 
lower-part-of.the floor case. The wall case is planned 
for clock display with stock in the lower portion behind 
wooden sliding doors. Adjoining the watch department 
and occupying the center wall area is the diamond de- 
partment. Diamond merchandise is displayed in the 
floor cases only. Behind these show cases is a curved 
paneling in which two small display niches are recessed. 
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next portion of the store is not a direct con 

the jewelry area, nor is the arrangement the same, Ty 
displays, one on each side of the store, form a } 

the alignment of the fixtures and permit a differs 
treatment in the next area without too abrupt a bresl 
thus giving the impression of a larger area than 
exists. 

On one side of the store is the silverware departy 
The two wall cases should be used for the display of 
hollowware, one for sterling and the other for plate 
and again let me remind you not to make a stock room q 


your wall cases—a very common error in the silver de 
partment. Whatever lines are stocked should be dis. 
played in a manner that will enhance the items and n r 


detract. If, for example, a pattern in hollowware e¢ 
prises ten pieces, don’t display all ten of them. If yo 
do, you either. will have no room for your other 


or your display will look like a loaded shelf of aluminum 


utensils in a hardware store. Give each item stagi 
Display one or two pieces of a pattern—allow 
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Plan C is for an average size store in a corner location. It is similar to plan A with the 
exception of the absence of wall cases behind the diamond and watch departments which 
are backed up with the side show window. 


The photograph on page 165 shows an actual example 
of this type of treatment. The conventional type of wall 
cases are eliminated behind the diamond show cases.’ In 
making a diamond sale, it is absolutely essential for the 
goods to be examined at close range, and to show goods 
at a distance of several feet, as in a wall case, merely 
distracts the customer’s attention without his really see- 
ing the pieces on display. Only large articles that can 
be really seen at a little distance should ever be dis- 
played in wall cases. The show cases should be so de- 
signed as to permit the use of chairs in front of them. It 
is always best to have the customer seated when selling 
diamonds. Note that an effort has been made to segre- 
gate this department as much as possible. 

Next in line is the stone rings and synthetic stone 
jewelry department. The floor case and wall case should 
be similar to that of the watch section. 

This completes the jewelry sales area. Note that the 
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room between groups. Permit each piece to stand 


a) 
i 


let it look as attractive as it did in the advertisement. 


In front of each wall case is a sales table for the ¢ 


play of flatware, one for sterling and one for p tet 


ware. The table should include a space for the plac 


of samples after they are removed from the display o 


from the stock trays. A series of trays in the side 0 


the table should carry the additional patterns. 


tables should be designed so as to permit chairs being 


used for the customer. 
On the opposite side of the store are open shelf 


units for the display of giftwares, appliances and 6 he 
bulky gift merchandise. In front of the wall units 18) 
fairly large display table which may be two or thre 


tiered. 


The arrangement indicated on the plan, permits & 


use of different woods and finishes for each section. Ft 


(Please turn to page 212) 
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For the New Year that lies ahead we offer—not a new 
line of merchandise but a tried and constant policy—the same 
| personal consideration of the varied needs of our customers, the 
same acute discrimination in the selection of diamonds with 


which we have served the nation’s jewelers for almost sixty years. 
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Kay's, Los : es 

tured all the birthetoney 
simultaneously in this re. 
cent window display and 
found that’ many people 
came in «and bought at 
once instead of waiting for 
their birth month to arrive, 


Use Romanee of Birthstones 
To Get This Plus Business 


Historical backgrounds of gems provide many opportunities for promotion. 






HE jeweler who does not play up the romance of 
the gems he stocks is missing a great opportunity to 
increase his trade, and the old custom of wearing one’s 
birthstone would receive a great impetus if the romance 
connected with these various gems was brought to the 
attention of prospective buyers. That’s the consensus of 
those who have given serious attention to developing this 
phase of their businesses. 

Kays, Long Beach, Calif., recently staged a special 
promotion of birthstone gems, both windows being given 
over to a featuring of these jewels. The first had on 
the wall a big card giving the birthstone for each month. 

The other window had a wall card, on which was 
printed “Men and women alike admire beautiful birth- 
stone rings. Ask for our booklet Your Birthstone—Its 
Meaning.” In each window were a number of rings, 
both for women and men, set with the birthstone of each 
month and accompanied by cards giving the name of the 
stone and the month to which it belongs. Other cards, 
scattered through the displays, gave interesting facts 
- concerning each stone, such as, “The December birth- 
stone is the Zircon—the most highly prized gem of the 
Orient. It was used by the ancient kings of Siam (Thai- 
land) to decorate their sacred white elephants and em- 
bellish their royal persons.”’ “For May the birthstone is 
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iat ANGELES’ OLDEST JEWELERS 


Donavan & Seamans Co., Los Angeles, always devote 
some of their advertising to playing up the current 
stone of the month, showing it in various pieces. 




















Bag ot 


the Emerald. Cleopatra’s mines supplied emeralds in 
the olden days, but Columbia and the Ural Mountains 
are now the chief sources of supply.” 


Donavan & Seamans Co., Los Angeles, conduct a birth- 
(Please turn to page 218) 
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Retailers Have Important Role 
In Post-War Economy 


His job to destroy buyers’ inertia and provide momentum to keep 


distribution lines open on new consumer goods through aggressive 


selling, told at recent U. 8S. Chamber of Commerce market conference. 


HE role of distribution in the post-war economy and 

its function in providing. jobs furnished the theme 
of a two-day marketing conference held at the Waldorf- 
Astoria, New York, October 23 and 24, under the spon- 
sorship of the Chamber of Commerce of the United 
States. 

Divided into four half-day sessions, the conference, 
under the chairmanship of Edward N. Allen, president 
of the National Retail Dry Goods Association, took up 
in turn the questions of reconversion and demobilization, 
disposal of government surplus property, price control 
and civilian supply, and consumer credit. 


RETAILER IN STRONG ECONOMIC POSITION 


Mr. Allen, in the opening address of the conference, 
stressed the economic position of the retailer today. 

“For one thing,” Mr. Allen stated, “the retailer is 
down to bedrock as far as inventories are concerned. He 
is not loaded down by excessive commitments, nor has he 
mortgaged his future by laying in huge stocks of mer- 
chandise purchased at inflationary prices. 

“Neither is he in a position where he must dump large 
quantities of substandard or ersatz merchandise upon an 
unwary or unwilling public in order to make room for a 
sudden influx of peacetime merchandise. He knows— 
and so do the wholesaler and manufacturer who keep him 
currently posted—just how soon, and in what volume, 
goods of standard quality may be expected. With the 
fear of having an overburden of unsalable merchandise 
thus eliminated, he is to a large degree fortified against 
excessive inventory losses. 

“Retailers these days are banking a great deal upon 
the pent-up reservoir of purchasing power represented 
by war bonds and other savings as a means of tiding this 
country over until employment reaches high peacetime 
levels. In this I think they are justified, because, under 
the right set of circumstances, this huge sum may well 
mean the salvation of our immediate post-war economy. 


EMPLOYMENT DETERMINING FACTOR 


“I do not anticipate there will be any immediate rush 
to sell war bonds or to draw money from savings ac- 
counts, even though the need for automobiles, radios, 
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and refrigerators is admittedly great. Employment} 
be the determining factor. If, for instance, post 
employment does not. meet present expectations, oF 
existing wage levels do not hold, the resulting logs 
income will have a decidedly retarding effect upon pul 
spending. If wages keep up and jobs are plentif 
people will be more inclined to spend freely from th 
current income. If this upward trend of prosperity o 
tinues, there may be a tendency to cash bonds for ad 
tional funds in the expectation of replacing the be 
with savings from future income. 4 
“Here then is a situation that will call for what 
may well term dynamic retailing. In answer to economi 
demands, producers are going to begin as soon as pop 
sible to fill the distribution pipeline with merchandis 
in an effort to provide jobs. In the meantime, the ret 
market is going to be at dead center—or, at best, ing 
state of balance. The retailer will have the job of tu 
ing the wheel over and providing momentum for the bi 
push to come. His job will be to destroy buyers’ inert 
Dynamic, aggressive retailing will do the trick.” q 
Mr. Allen went on to speak about the various prob 
lems that the retailer must face, touching upon taxation, 
with special emphasis on the excise taxes on luxury mer 
chandise, surplus government merchandise, price control 
labor relations and services to customers, problems that 
were later discussed individually by following speakers, 


BIG JOB RESERVOIR IN DISTRIBUTION FIELD 


Eric A. Johnston, president of the Chamber of Com 
merce of the United States, was the featured speaker : 
the dinner held the evening of the opening day of t 
conference. ; 

“In most discussions of post-war problems,” said Mm 
Johnston, “emphasis is put on finding jobs for dif 
charged service men and war workers in the manufactir 
ing industries. Although resumption of manufacture @ 
civilian goods will provide jobs for great numbers, ! 
bigger reservoir of post-war employment will be foun 
also in the fields of distribution and trade, and in 
finance, service and related industries. 

“We have in the United States 30 million worker 
farms, in the factories, mines and the construction f 
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dustry who are the world’s leading experts in filling the 


industrial pipeline full of merchandise. But we have 
less than 20 million at the other end seeing that the line 
doesn’t clog up. 

“We shall sell through retail outlets 67 billion dollars’ 
worth of goods this year. Imagine that for a total! Yet 
we have no automobile tires, nylon stockings, two-way 
streteh girdles or Scotch thrown in for a total. 

“Now, my whole point is that if we want to keep that 
67 billion dollars’ worth of goods coming through the 
production and distribution pipeline, plus all the other 
things that we have got to sell when Hirohito and Hitler 
fold, then we have got to put more pressure on the line.” 


PREDICTS REVIVAL OF SELLING ART 


Mr. Johnston predicted a revival after the war of the 
art of salesmanship. 

“Today,” he said, “the customer who walks into a 
store or shop is too often brushed off with the over- 
worked exclamation, ‘Say, fellow, don’t you know there’s 
a war on?’ The day will soon be here when the customer 
looks your clerk in the eye and himself will ask, ‘Say, 
don’t you know that the war is over?’ 

“Therefore, we ought to give serious consideration to 
better training for salesmen. We must understand that 
4 out of every 5 jobs must be found outside the factory. 
We must start to train people in local communities for 
work that can be found in local communities.” 

Mr. Johnston paid a high compliment to the distribu- 
tion trades for their accomplishments under wartime 
handicaps. 

“People who are irritated by rationing and other war- 
time annoyances,” he said, “don’t stop to think that the 
merchant himself is harassed to an even greater degree. 
The seller wants to sell. It is no pleasure for him to have 
to say that he can’t let the customer have what he wants 
and as much of it as he wants. 

“Even in wartime, you distributors have been able to 
mitigate the discomforts of rationing and price regula- 
tions under the inspiration of the American merchandis- 
ing tradition of service. You have been caught between 
the millstones of rising costs and rising ceiling prices, 
and yet you have consistently worked on narrow margins 
to bring available goods to your customers. In the face 
of restricted supplies and manpower shortages you have 
done an amazing job. 

“Soon, you may not be singing the words of the popu- 
lar melody, ‘Everything’s Coming My Way,’ but at least 
you will be able to sound the joyful note that character- 
izes the song when you are again allowed to serve your 
customers with all of the things they want at prices 
which they can afford to pay.” 

The following day, the morning session was devoted 
to the discussion of the problems of price control and 
civilian supply with representatives of various trade 
groups speaking each on his specific field. 

On the retailer’s position, speaker was J. Hudson 
Huffard, past-president of the National Retail Furniture 
Association. 

“T feel,” he said, “that the Chamber of Commerce of 
the United States is leaving no gap unfilled as it presents 
a solid front for the business interests of the country by 
making room for the smaller retailer who, in normal 
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years, channels some 80% of all goods to the consumer ‘ 
He is the fellow who must please the publie, try to 
justify price control, and make excuses for the adulter. 
ated merchandise which has been designed to circumvent 
the intent of price control. He is the same fellow, in 
most cases, who has been taking the losses on Victory. 
type items and who has also been asked to absorb jp. 
creases which have been granted manufacturers, __ 

“The retailer’s position on price control and civilian 
supply, so far as the collective attitude of all retailers jg 
concerned, must be one of boldness. 

“Only by engaging in fearless and venturesome plan 
ning can retailing maneuver itself into position to dis- 
charge its part of the terrific responsibility involved jn — 
making possible the tremendous volume of production 
and consumption that must characterize a successfy) 
economy. Ae 

“A too rigid continuance of price control can easily 
prevent an increase in production at a crucial point 
Such a circumstance would act to retard reconversion 
for many important months when we should be climbing 
upward on the road of increased production of civilian 
goods. ° 

“The longer the delay in removing wartime restric 
tions, the less chance there is of avoiding continuing 
regimentation. If conditions are such as to make imme- 
diate removal impossible on V-E Day, then at least there 
is ample reason for realizing the stringency of wartime 
straight jackets. Where it was necessary at one stage to 
use the ‘check-rein,’ soon it will be time to use a ‘loose 
rein.” We must be bold enough to insist on that. 

“I do consider it important that OPA recognizes its 
responsibility to operate within the framework of its 
price stabilization mandate in such a manner as not to 
retard and hamper reconversion mass production. It 
should not require congressional action to force such an 
issue. 

“In the final analysis, it is satisfactory volume of 
available goods that is the most practical means of price 
control. 

“Someone must be bold enough to take that position. 


MORE CONSIDERATION MUST BE GIVEN RETAILERS 


‘Retailers have much to concern them in the generally 
accepted premise that high production, and high pro- 
duction only, is the salvation of our economy. What is 
envisioned, of course, is high consumption, but rarely is 
there much consideration given to the retailer’s role in 
giving impetus to high consumption. In this hoped-for, 
planned-for, and much-to-be-desired era of high con- 
sumption, the retailer can be either a funnel or a bottle- 
neck, 

“Unless there is boldness in planning, boldness in 
execution and boldness in vigorously demanding the right 
sort: of governmental attitude, retailers will become the 
bottleneck. 

“It is important that OPA not be penny wise in deal- 
ing with retail distribution. It is time to reinstate the 
realistic concept of lower prices to consumers, including 
the recognition that a higher cost at one stage of the 
pattern of distribution is often necessary in order to 
assure the level of mass production which makes for 

(Please turn to page 222) 
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Svery diamond set in our jewelry is cut in our own 


modern Cutting Factory 


Specialists in the cutting of Square and Emerald Cut Diamonds 


H.& J. BLITS 


Diamond Cutters 
64 WEST 48th STREET NEW YORK 19, N.Y. 
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When these “ships come in" they'll bring your future customers with them, 


Gis Will Need Watches 
When the War is Over 


MERICAN jewelers can look forward with con- 
fidence to a substantial market for the sale of new 
watches to returning GIs at the end of the war. So says 
a survey that has just been made among troops on the 
fighting fronts in both the South Pacific and the Euro- 
pean theatres. The study was made by two members of 
the Jeweiers’ Circutar-KeysTone editorial staff who 
themselves are now on active service—one on Guam, 
where he landed with the first wave of the invasion of 
that island—the other a man who went ashore in Nor- 
mandy on D-day plus 1 and is now in Holland. (Need 
we add that JC-K is proud of both of them—Corporal 
Technician J. R. Keagy, and Technical Sergt. T. V. 
Duggan—and that we are looking forward to the day 
when they will re-join this organization.) 

Because everyone is so keenly interested in every 
phase of the outlook for post-war business, and because 
the returning millions of service men will be a highly 
important segment of the post-war market—and one 
about whose potentialities little or nothing is known— 
JC-K felt that to provide some data on the probable 
purchases of these men from jewelry stores would be 
a useful service to the industry. 

So, as we happened to have two members of the staff 
in two widely separated theatres of the war, we wrote 
to both of them and asked them to conduct a sample 
survey of the watch situation among the GI Joes in 
their sectors. “Find out,” we said, “what kind of watches 
they own—where, when, and how they got them—what 
kind of condition they’re in—how many men have no 
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watches, or have lost them, or have ruined them beyond 
repair.” 

Between them, the boys turned in reports on more 
than four hundred men—far from a complete census, 
it is true—but enough for a representative cross-section 
sample since it’ embraces nearly every branch of the 
Army—Infantry, Engineers, Armored Divisions and 
Artillery—and from both sides of the world. 

Moreover, as Sgt. Duggan said in the letter accom- 
panying his report, “Perhaps Rod will provide you with 
statistics quite at variance with these. But I rather 
imagine that anything as uniform as this Army is, will 
prove to be just about the same as its fellows with re- 
spect to their watches, no matter where they are.” His 
guess was a good one. The returns from Guam were 
almost identical with those from Holland, so we have 
no hesitation in offering this as a reliable picture of the 
watches of American troops throughout the world in the 
Autumn of 1944. 


SMALL PER CENT HAVE USABLE WATCHES 


Stand-out point in both reports was the astonishingly 
small percentage of men with usable watches. In both 
the South Pacific and in Europe less than one third of 
all the men had timepieces that would run—31 per cent 
from the former and 23 per cent from the latter. 

Many of the other men had had watches, but the 
casualty rate among timepieces on active service is 
devastating. More than 40 per cent of the men on Guam 
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had either ruined one or more watches or had lost them. 
Losses were due mostly to breakage of the strap or 
band. Spoilage was caused chiefly by water, dust, or 
mud getting into the movement. Even a considerable 
number of alleged “water-proof” cases had given way in 
service, though these were mostly the cheaper pieces— 
the better brands seemed to stand the gaff fairly well. 

In both theatres, the problem of keeping a watch ser- 
viceable is intensified by the lack of repair facilities. 
Watch repair shops are of course non-existent in the 
jungles of the South Pacific, and while a few men have 
managed to make some sort of makeshift repairs on 
their own watches, and a few others possessing more or 
less skill in the art have set up watch-tinkering busi- 
nesses with home made benches and tools, most of the 
work is pretty amateurish, and the total amount of 
work they can do isn’t enough to mean very much any- 
way. 

In Europe, too, a similar problem exists. Comments 
one reporter: | 

“One sore problem to the doughboy who owns a watch 


and finds himself in France, Belgium or Holland js the 
difficulty of having even the most minor repairs effected 
Civilian channels are usually closed to him, both . 
cause most towns are ‘off limits’ to military Personne] 
and, also, because of the scarcity of materials, The 
US Army Ordnance Service performs wonders with the 
‘GI’ watches but, naturally, cannot accept Civilian 
watches for repair. Many men who had spent a period 
of time in England and, as a result, had civilian cop. 
tacts there, send them to England for repair. But most 
men send them back to the States figuring that in the 
long run they will get them back more quickly. (Rp. 
glish watchmakers, in addition to being hampered by a 
labor shortage and lack of materials, have no concep- 
tion of time despite the fact that they are surrounded 
by watches and clocks.)” 

What it all adds up to is that an enormous numbe; 
of men are going to be active prospects for the sale of 
a watch just as soon as they get back home. Bear ip 
mind that less than one soldier in three has a serviceable 
(Please turn to page 244) 


Survey by JC-K Editors on widespread fighting fronts shows less 


than one soldier in three has usable watch, with replacements 


and repairs almost unobtainable. Timepieces lost or ruined at 


terrific rate on active service. Huge post-war demand expected. 














Many men now in service 
who have had any expe- 
rience in civilian life with 
watches, now find their 
hands full keeping those of 
their buddies in running 
order. Like this Marine 
with his makeshift tools, 
they cannot, however, keep 
up with the tremendous 
casualty rate of watches 
now on the battlefronts. 
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Ecstasy 


To retail at $300* 


T DIAMONDS WITH 40° EXTRA LIGHT-REFLECTING FACETS! 


DIAMONDS . . . dynamic news in every important fashion and mass publication . . . reaching 
at least fifty million readers . . . dramatizing the extra blaze of brilliance, enhanced by the 


M eas FACET* protective girdle . . . extra color-radiance reflected by forty extra facets! Progressive jewelers 
- 401 Kat tA FACETS will be quick to see and seize the limitless opportunities offered by the only patented diamond- 
DIA Mi O NDS cut in the world . . . America’s most momentous diamond . . . MULTI-FACET! - 












Solitaires, $75 to $7,500 - Tax included. 
1. ROSELAAR COMPANY - 551, FIFTH AVENUE - NEW YORK 17 
Diamond Cutters for Four Generations 
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Timely 





Merehandising 
Key to 


Business Growth 


Current customer demands, for 
immediate turnover, is yardstick 
by which Mexic Brothers plan 
their successful promotions 


HEN Mexic Brothers Jewelry Store celebrated 

a twentieth anniversary last June in New Orleans, 
the event was more than an “anniversary sale.” It was 
a very real celebration for Harry and Perry Mexic, 
marking a period in their store’s growth from a small 
desk in one small office to a gleaming, modern three-story 
place on busy Canal street. In a short two decades, they 
had moved out of the shoestring class to become large 
operators. What’s more, the brothers now plan to double 
their store’s size and stock immediately after hostilities 
cease. 

Timely merchandising—selling the things that cus- 
tomers want at the time they want them, and selling on 
time so that customers can buy easily, is the secret of 
Mexic Brothers phenomenal growth. 

The Mexic boys are at present demonstrating their 
flair for timely sales promotion by making a big play for 
business from service men. New Orleans is crowded with 
soldiers and sailors from a dozen major camps and sta- 
tions in or near the city. 

“We're all our for serving service men,” says Harry 
Mexic, “‘and we try to take care of them in every possi- 
ble way—not just for their business, but because we 
genuinely believe that these boys have everything com- 
ing that can possibly be done for them—and more. 

“These boys get preference—I mean the best service, 
the pick of stock—on everything we sell. We’re presently 
making a big push for repair business to take care of 
other trade lost through shortages. Servicemen get first 
call on all kinds of repairs which is no more than right; 
these boys may be leaving soon, and they need their 
things without delay. 


188 


From a one-room office to this modern store in two decades is 
the achievement of Mexic Brothers, New Orleans. Smart sales 
promotion has built it into one of the city's larger volume stores, 


“We try to make them feel that this is their store, a 
friendly place where they’re welcome. Unfortunately 
there aren’t too many places anymore where soldiers and 
sailors can feel that. When they go back to camp, they 
carry our name. When their friends need jewelry or 
repairs, they recommend us.” 

All this adds up in the cash register. But the mere 
ability to give service to these boys affords Harry and 
Perry Mexic a great deal of very unbusinesslike joy, 
aside from the pleasure of watching their volume figures 
soar. 

Back in 1924, Mexic Brothers opened a humble store 
behind one counter in a small office. There they laid 
down rules that have increased their business many hun- 
dred fold in two decades. 

They decided to make a play for credit business with- 
out encouraging too many marginal accounts. Until 
Uncle Sam put an end to all large scale time-selling, 
Mexic Brothers had always sold a great percentage of 
their volume on credit. When wartime restrictions relax, 
they intend going back to credit selling. 

Their merchandise would always be timely and gen- 
eral. The store has never tied to heavy promition of one 
kind of merchandise. Whatever sells at the moment, 
Mexic Brothers promotes. Their stock ranges from cos- 
tume jewelry to silverware. The yardstick is demand— 
present demand—for immediate turnover. 

Advertising, they decided, would be their principal 
selling tool. Today, the store still carries a sizeable 

(Please turn'to page 246) 
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Machine 


by CHARLES PURDOM 





Epiror’s Norte: Charles Purdom of American Time Prod- 
ucts Co., familiarly known throughout watchmaking circles 
as “Watchmaster Charlie,” replies in his own inimitable fash- 
ion to the article by Elgin’s Research Department which 
appeared in the last two issues of THE JEWELERS’ CiRcULAR- 
KEYSTONE. 

We present his remarks without editing and without com- 
ment, as an interesting contribution to the question. If other 
readers have.any further views to add to the discussion of 
this interesting subject, we shall be glad to receive them, and 


space will be made available for their publication. 





CHARLES PURDOM 


"“Watchmaster Charlie" and his machine. 


HAVE just finished reading the article prepared by 
the Research Department of the Elgin National 
Watch Co. on electric watch-timing machines which was 
published in the October and November issues of Tur 
JeweLers’ Circuitar-Keystone. In my opinion this 
article leaves a good deal still to be said on the subject, 
and because I think it neéds to be said in order that the 
trade may have a correct understanding of the subject, I 
have written the following discussion which I trust you 
will publish with equal prominence. 
When is a watch in beat? That is a very important 
and much discussed subject, but with the Watchmaster 


timing machine we have a way of really knowing when a 


watch is in or out of beat . . . and it goes something like 
this . . . when you get a Watchmaster record showing 
one line the watch is in both static and dynamic beat . . . 
when you get a record showing two lines the watch is 
out of beat . . . that is, it does not have the combination 
of both static and dynamic. It can be in static beat and 
show two lines . . . the roller jeweler can be on center 
at dead rest and be in static beat with the power off . . 
but the second the power is applied it is out of dynamic 
beat. Now static beat is one thing, and is when the 
watch is stopped . . . dynamic beat is something else 
and has to do with the watch in motion. 

You see a watch has more than the tick when it 
records a fifth second or five times a second . . . it has 
a tock and that also records. . . . If you have a two-line 
record the top line is the tick and the bottom line is the 
tock. If the watch is in dynamic beat the tick line will 
record first and then on top of that the tock will record 
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. so if you have two lines you can see and know jug 
how much out of beat the watch is by the distance, 
between the two lines .. . and if it has two lines : 
balance will always stop as it is pulling more to o 
side than the other. By moving the collet the same wa 
the balance pulls you can put the watch in beat that is 
both static and dynamic beat. 


MUST KNOW WATCH AND WHAT IT DOES 


Now just stop long enough to prove this . . . anythin 


that you yourself cannot prove is certainly not wo th 


using ... reading things written about this or any oth 
wilted is one thing . . . but to prove and use it is some 
thing else. Some fewennd hundred of us have made 4 : 
study of how to use the Watchmaster for several yea is 

. I make no claim that I know everything about it ..7 
but do know that it is important to first know the wat ‘ 

. know what the watch does . . . then when you get™ 
a record you will know what the record means. : 


Everything that I am saying has to do with a good 
watch, one that can be adjusted to fixed positions . «# 
it does not apply to just any old thing that is made and 
called a watch. . . .. Every watchmaker that uses # 
Watchmaster knows that in many instances he is glad 
to have two lines or three lines and most any kind @ 
record .. . he knows that the watch he is repairing 
not be made anything except just what happens @ 
happen but he also knows when he has gone as far a 9% 
he can ... and in most .cases he is able to cause they 
watch to keep satisfactory time . . . that is because he | 
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knows how, when and where to create intentional com- 
promises. Unless he knows how to do a position rate 
job on a watch that is made to take it . . . he could not 
know how to use intentional compromises .. . so we will 
stick to good watches , . . soon good watchmakers will 
have less interest in cheap watches. 

I am not interested in telling any watch factory how 
to make their watches—that is their job . . . but as long 
as it is my job to demonstrate the Watchmaster it will 
always be a pleasure for me to help the watchmaker 
know just what a watch does and why. I find all over 
the country the better watchmaker is perfectly willing 
to repair watches he takes in for repair but is fed-up 
on having to do so much for nothing when it comes to 
new watches . . . and get nothing for this work. 


IN STATIC—OUT OF DYNAMIC BEAT 


Now just what causes a watch to be in static beat and 
out of dynamic beat? ‘The answer to this question is a 
lot of things . . . very often the hairspring develops high 
action and this will be P.U. Then it can and does 
develop low action . . . even though the hairspring looks 
flat and true as far as the eye can tell, it can do either. 

Let me repeat, high or low action happens at P.U. If 
the action is high . . . the regulator pins are over sup- 
porting the hairspring action. To correct this, simply 
take a needle and place flat on top of the over coil—just 
outside the regulator pins—and very gently rub down 
and away from the regulator pins. In case the hair- 
spring develops low action it is because the regulator 
pins under supports the hairspring action. To correct 
this simply place a needle under the over coil just out- 
side the regulator pins and gently rub up and away 
from the regulator pins. Now long or short hairspring 
action can throw a watch out of dynamic beat and long 
or short hairspring action happens at D.U. and D.D. 
positions . . . Long action is when the push develops 
farther Kepdia the rim of the balance than the push 
does towards the staff or center. “a 

If the hairspring develops long action the correction 
is to place a needle flat straight up against the outside 
of the over coil just outside the regulator pins and gently 
rub in and away from the regulator pins. If the hair- 
spring develops short action, place the needle straight 
up flat against the inside of the over coil just outside 
the regulator pins and gently rub out and away from 
the regulator pins . . . Let’s repeat, all of what I am 
saying has to do with a good watch that is in good me- 
chanical condition . . .-When you reduce high hairspring 
action the watch will run slower .. . when you reduce 
low hairspring action the watch will run faster . . . so 
you see with the aid of the Watchmaster you can take 
care of these varied hairspring actions and at the same 
time create a satisfactory pesition rate. 


CHECK THE BANKING PINS 


Now wide banking pins can cause a watch to be both 
statically and dynamically out of beat ... If the bank- 
ing pins are wide, that increases the distance between 
the lines. If you close the banking pin that controls the 
R stone or receiving side, you will increase the rate of 
the watch. Then if you close the banking pin that con- 
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trols the L stone or the exit side you will reduce 
rate. Very often it is impossible ta rate a watch 
fixed positions on account of the fact that the bani 
pins are not correct, so it is very important to kn. 
more about just what value the banking pins have. g, 
pose you stop right now and take a watch and clogey, | 
R banking pins and preve that you will increase 4, 9 
rate . . . then close the L pin and prove that it will 
reduce the rate. Remember nothing is worth a ¢ 

that you cannot prove. And friction can and does of 
cause a watch to be out of dynamic beat. 

The next time you have a watch slightly out of 
just tighten the cock bridge screw . . . very often slop 
pivot side shake throws a good ‘ental out of dyn 
beat . . . and after you have tightened the cock br 
screw ... then tighten all of the plate screws and ; 
will again have a different rate . . . then tighten 
case screws and again you will have a different rate . 
then tighten the jewel screw on any of the cap jew 
and again you will have a different rate . 
it is the Watchmaster that tells us all of this wd 
some individual that perhaps knows little or nothi 
about just what a watch does. 


oe. 
bo | 


NO TWO WATCHES THE SAME 
When you get through with this particular watch th 
next one will not be the same. No two hairsprings an 
ever alike . . . no two regulator pins are ever alike, No. 
two banking pins are ever alike . .. no two trains have 
the ability to reflect the same friction errors . .. * 
you see every watch repair job is an individual job. . oe 
don’t let any one tell you different and don’t get the 
impression that electric engineers know any more a 
this than we watchmakers know. Always the watehe 
maker has been responsible for making all watches keep 
time . . . regardless of whether he repaired it or not” 
. let the factories make and sell anything they want 
. but let the watchmaker be the judge as to its quali- 
fication’ if it happens to be a good watch . . . the watch 
maker will see that it is a good timekeeper a 
happens to be just some kind of a watch then he sivmply 
does the best he can or nothing . . . and if he does 
nothing he will at least save his reputation as a watch i 
maker. “a 
Now the Watchmaster is equipped with a volume 
ae 


r 
a 


ca 





record this volume pues ata be all the way over to 
the right ... for that is where you get the full gain of 
the circuits in the Watchmaster. That is where you 

a correct recording of things that the watch is doing . 
and if it is a good well-made watch, all errors can 
corrected and you will have a clean single line. If it. 

a cheap sloppy made watch, you can be your own judge 
as to when to stop trying for any thing better than you 
are getting. That volume control is just the same # 
the focus of a camera. . . if the focus is correct you 
get a good photo then without moving the camera 
disturbing the rh you change the focus and you g 
any kind of a picture . . . you do have the same subject § 
and you do have the same camera but you have destroye 


a correct focus. That is what you do when you chat 
(Please turn to page 248) 
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POST-WAR CREDIT WILL BE DIFFERENT 
(From page 155) 


him credit on which his performance has been satisfac- 
tory, doesn’t mean at all what a similar record in peace- 
time meant. During this war, millions of individuals 
who rate as unemployables during normal times have 
been at work. The human race at its present point of 
development doesn’t produce a population which qualifies 
100 per cent for economic service; far from it. There 
are a great many people who have serious mental or 
physical faults; critical flaws in character and tempera- 
ment. Under total war, these can be put to work. In 
normal times, it is- very difficult for any employer to use 
them profitably. Family credit qualification has been 
boosted in war by women members who have worked. 
Many times they have taken the place of men—not a 
very satisfactory substitute, but one which, in the war 
crisis, has helped. 

“Great numbers of people who have had regular and 
large incomes during the war will be utterly unable to 
maintain them permanently afterwards. Nevertheless, 
there are many of these people who, during the war 
period, have had a very good earning record and credit 
record. 

“Then there is the type of family which ordinarily 
has only one member who is regularly employed and 
who does not make enough to supply all that the family 
wants to buy. Such a family is of course a rather poor 


credit, but when there is employment for more than one 
of its members, it becomes a very good credit risk, Many 
thousands of such customers appear on jewelry: store 
books and their payment record during the war has been 
very good indeed. 

“But their war credit history contains no assurance 
that, in post-war readjustments, many of these families 
won't decline as credit risks. The credit men’s task jg 
to keep such accounts down, follow up quickly in delip. 
quency, keep in touch on a week-to-week basis with the 
fortunes of the customer. 

“When new people come along and ask for credit, in 
post-war days, the jewelry store will, as a matter of 
course, secure credit bureau information. But, as I have 
remarked, it is going to be necessary to discount the 
weight of war-time data. What are the employment 
credit facts for the applicant in the years prior to the 
war? What is the current income condition? What is 
the applicant’s outlook for the time ahead? 

“It will be necessary for the jewelry store to be far 
more searching in its quest of income and other facts of 
the applicant. Not what the applicant did during the 
war period, but what his record is going to be, probably, 
in the post-war period, will become the point to study 
carefully and estimate.” 

No practical jeweler needs to be told all of the ele- 
ments of risk and uncertainty. Because of them, his 
credit policy must be a thoroughly practical one. 

Another post-war headache is going to be that pro- 


duced by the collection task. What with government 
(Please turn to page 197) 
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pOST-WAR CREDIT WILL BE DIFFERENT 
(From page 194) 


jimitation of credit and increased family earning power, 
tough accounts have shrunk to the vanishing point, and 
ellecting has almost become a lost art. : 

With a return of peace, the collection job is going to 
be back again. In many a store, the merchant will have 
to undergo refresher training himself. He will have to 
teach a new employee how to practice the art. 

It is a reconversion job (to borrow a phrase from 
WPB). Psychologically, it won’t be easy. Unless, how- 
ever, there is early attention to the subject, and due 
rovision made to deal with it, many a store is going to 
fnd its collections in bad shape before the new state of 
affairs is quite realized. 

It has been recognized for a good many years that, in 
retail credit, the most dangerous type of account is the 
gne which, good over perhaps a long period, gradually 
changes into something else. In normal times, this sort 
of Doctor Jekyll-Mr. Hyde happening doesn’t occur 
very often. But, at the end of the war period, with its 
fantastic prosperity for almost everyone, good credit 
risks of the past are going to deteriorate into something 
ese on a mass scale. Competent credit management will 
cope with this condition, but there will be a mighty head- 
ache in it for the store which does not begin to handle 
eredits and collections very carefully, beginning at once. 





NEED AN ALARM CLOCK? 


(From page 157) 


we accumulated shipments of clocks until the desired 
twenty had been acquired. Then the contest was started. 

In answer to the advertisement letters poured into the 
store. They pulled every stop of human emotions from 
the poetry-writing office girl to the housewife who gets 
hubby off to work and the children off to school on time. 
Each had its own tale to tell but in each there was a 
significant and startling between-the-lines similarity, one 
that indicates the acute need the average family has for 
adependable alarm clock. Thousands of war industrial 
workers are finding their well being impaired due to 
lack of sufficient restful sleep. The fear of being late 
to work, the uncertainty of not waking.up on time, preys 
m their minds, thereby decreasing the benefits that 
should be derived from their rest period. 

It seems strange that such a small thing, yet such an 
important consideration, should be overlooked by govern- 
ment officials who plan and keep working our industrial 
war machine. A small matter of providing an alarm 
tlock for these workers would probably be reflected in 





|iereased production and better worker relations by 
| allowing the worker to sleep at night without worrying 
‘Whether or not he or she would wake up on time in the 
‘Morning. 

Here’s one or two letters, typical of the many re- 
‘#ived, that give an idea of conditions in a family without 
dependable clock: 

“We certainly do need an alarm clock at our house for 
two reasons. First because I am a Lockheed Aircraft 
Worker and being the sole support of five small boys, I 
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cannot afford to be late on the job. Second, the 
who all attend school, need something accurate 80 they 
will get there on time. 

“For over a year now we have only had a small ; 
pensive wrist watch of the oldest boy’s to tell time 
and that is now broken. And it does get rather tiresom 
worrying about the time all night for fear you wont 
wake up on time to catch your ride.” 

Another example: 

“In answer to your ad in the News-Press, I am q very 
busy mother and housewife. I must get up at 4:30 4 y 
to get six lunches put up and six people off to work and 
school. I have two war workers in the family and four 
children in school that must get off in time to get their 
rides. I certainly need a dependable alarm clock ag th. 
one we have does not keep good time and is entirely 
unreliable.” ; 

A third writes: 

“I'll say I need an alarm clock. For a year | have 
struggled with an old clock that originally cost 98 cent 
‘It has been in and out of the repair shop several time, 
and the repair bill is well over ten dollars, all to no ayail, 
Finally in desperation I bought another secondhag 
clock but it was the same story all over again. At th 
moment it must be kept face down or it won’t run anf 
when it’s in this position you can’t be sure of the alam 
sounding at all. All of which might be funny but for th 
fact that I work for Lockheed and a tardy record js 
hardly a laughing matter. Then, too, I have seven) 
riders who depend on me to get them to work on time. 

“After my 8-hour stint at Lockheed I generally put 
in 4 and sometimes 6 hours overtime so that by the time 
I get home I’m ready to sleep and sleep I do, but never 
more than six hours a night with the result I just don't 
wake up in the morning as I should. 

“T repeat myself—-I sure do need an alarm clock— 
and how!” 

And so they went. Every letter was read by myself 
before passing it on to the judges and each was per 
sonally acknowledged as soon as it was received. 

After the winners had been selected—and a tough job 
it was, too, from the more than 500 replies—a secondary 
list was made up of those whose need for an alarm clock 
did not seem so pressing as the 20 winners. As fast # 
alarm clocks are received, these people are notified that 
they may buy one at the regular price, a bit of thought 
fulness that is keenly appreciated. 

By and large, this little promotion stunt which wa 
started as a service to the community has proved tobe 
one of the finest bits of good-will building that it has 
been our experience to encounter in our 15 years ia 
business. Alarm clock “deals” have been pulled off all 
over the country but this store has never believed in 
doing anything of a sensational or spectacular nature 





Looking back, it is certain that the matter was handled} 
in such an ethical manner that the community received J 


the promotion in precisely the way in which it was cor 
ceived—a service to our community. 











Ever THInxk of opening a candle corner for extra rings 
on the register? Thanksgiving or Christmas is the time 
to do it. The radiance of a candlelit dinner table is pat 
of our tradition which, war or no war, will be preservet 
Many hostesses use candles for decoration year-t 
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ANALYZE YOUR DISPLAY PROBLEMS 


(From page 159) 


Do you have a definite schedule of window displays 
and interior promotions to tie-in with them, planned well 
ahead? Are there any events in the coming year which 
will require special display planning? . . . a store anni- 
versary perhaps . . . an historical celebration of your 
town or state. . . . Will you be running any special pro- 
motions or sales? What advertising plans are you making 
that call for window tie-ups? Almost all of them should. 

Are you giving all your lines of merchandise adequate 
representation in your displays? Or are there some step- 
children who rarely “get a break”? Also, are all your 
services featured from time to time in your windows? 
Any special services which you are equipped to offer .. . 
repairing, special engraving, bridal consultation, and so 
forth, should be promoted in the windows. 

Are your windows too crowded with merchandise? 
Would smaller selections of merchandise make more 
effective showing? Is your window space being utilized 
to the best advantage? Do you try new arrangements of 
fixtures from time to time? Do you make use of the 
upper portion of the window space with suspended fix- 
tures? Or is there a tendency in your store to continue 
to use the same general pattern of arrangement week in 
and week out? 

Do you believe that you now have the best possible 
arrangement for handling your window installations? 





Does the person now doing the job have adequate help? 
Does he or she have other duties which interfere with 
the display job? If you have someone in the store who 
is really interested in doing a good display job and 
enjoys the work, one to whom it is not just a chore added 
to other pressing duties, an efficient system can be worked 
out. If you have no one who has any special talent or 
interest in the work, it is frequently possible to get ont- 
side help at reasonable cost with much better results. 
How is your window housekeeping? Is dusting and 
polishing done on a systematic daily basis so that you 
can always be sure your windows are immaculate? Do 
you have definite, enforced rules for replacing merchan- 
dise removed from the window for any reason whatever? 
Do you feel that you need new backgrounds and ele- 
vations or other physical improvements but hesitate to 
do anything about it because of cost considerations? If 
so, do you actually know how much such replacements 
would cost? You might be surprised at the economy with 
which improvements can often be made. Remember, a 
high percentage of your rent is chargeable to your win- 
dow space and not using that space to its fullest advan- 
tage is like paying rent on a vacant store. . 
To get the most from that last-minute rush of Christ- 
mas business, you will want a fresh new window. The 
first of the accompanying sketches illustrates one that is 
easy to install even during the Christmas rush. Gift 
boxes, gaily wrapped in a variety of Christmas papers 


-and ribbons are suspended from the ceiling. Low eleva- 


tions are covered in alternating red and green pads and 
background panels are also red and green. Copy lettered 
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on one panel reads . . . “There's still time to fill those 
last minute boxes with thoughtful gifts from Blank’s.” 
For your New Year’s change, you will probably also 
want something easy to install as this window should go 
in promptly the morning after Christmas. A victory 
theme is suggested in the second sketch. A circular panel 
carries a simple illustration of a toast being offered with 
the copy ... “To a Happy and Victorious New Year!” 
Accessories for the New Year’s eve party are shown on 
low elevations converging toward the circular panel. The 
elevations are alternately red and white with blue risers. 
For a January birthstone display, the Garnet is fea- 
tured with a snow flake background. Slender columns 
support ribben shaped copy scrolls reading . . . “Deep 
glowing Garnet . . . Birthstone for January.” Stones are 
shown on semi-circular elevations covered in white with 
dark red risers. Columns, which can be made from 
doweling, are painted matching red. Background should 
be pale blue or gray with white snow flakes either 
painted on or paper cut-outs tacked to background. 





Mabe To orpDeR for jewelers and the season: the new 
fashion which revives an old one. Life tells the whole 
story—with pictures—in the Oct. 16, 1944 issue, pages 
118 and 119. So gather up some dog collars of real or 
imitation jewels, or pearls worn alone or on ribbons, and 
set them in your window flanked by the photos in the 
magazine. Your sign might say, “Straight from New 
York to vour Christmas.” 


DON'T SELL ITEMS—SELL YOUR SERVICE 


(From page 161) 


tion, so provocatively and so interestingly presented, has 
netted a phenomenal mail order business in addition to 
the over the counter sales—an objective so completely re. 
moved from the mind of the management that it came as. 
a complete surprise. 

“Tell your customer in August that you'll be glad to 
see him any time, and he'll know where to come for his 
Christmas shopping,’ Mr. Rush advises. For that reg- 
son, it is his firm conviction that advertising must not 
be seasonal or sporadic. If it is to be successful, it must 
be consistent. “Urge a potential customer to come ip 
to your store to look around and ask questions, making 
it clear that no obligation is involved, and whether or not 
he makes a purchase, answer him fully and straight- 
forwardly when he does call, and you’ve made a lifetime 
customer. Once he makes a satisfactory purchase, he’l] 
be back again and again, because you've established in 
his mind the fact that you’re there to help him, rather 
than to insist that he buy,” says Mr. Rush. 

Four selling floors constitute the store. A factory loft 
occupies the sixth floor and offices are laid out on the 
fifth. All watch repairs, all engraving either of silver 
or of wedding invitations, and all stone setting, as well 
as all other jewelry repairs, are always handled in the 
store—never sent outside. Thus Wright-Kay can be sure 
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that their high standards will be maintained in all their 
work. 

Wright-Kay, with its insistence on quality, naturally 
took on very little substitute merchandise even during 
the stringent times when so many kinds of goods were 
scarce. One exception, however, was a line of handsome 
glassware. Having taken it on, the store proceeded to 
merchandise it in their usual capable fashion. The 
beauty of the designs, and the backing of Wright-Kay’s 
prestige has brought gratifying results—an excellent 
example in proof of the soundness of the Wright-Kay 
philosophy of selling. Because of the success with which 
the new line of goods was greeted, as soon as it appeared 
on display in the store, it is likely that this glass line 
has made a permanent place for itself in Wright-Kay’s 
stock. 

Stationery, always a staple at Wright-Kay’s, has been 
augmented to take up other slack in the store, with added 
selections and wider choice in greeting cards. But always 
the advertising matter urging their purchase was keyed 
to the same mood that the store established in all its 
other lines. 

Restrained use of handsome color photographs key- 
notes most of the window displays, which are neatly 
broken up into separate areas for various types of goods, 
such as diamonds and gemstones, wrist watches, men’s 
jewelry, women’s costume pieces, stationery and glass- 
ware. Wright-Kay made merchandising news when the 
store installed a system of individual window display 
lights, which the passer-by could turn on.from the side- 
walk to inspect the displays at the depth of Detroit’s 
electricity shortage. 





Illumination in all Detroit storé windows had to be 
extinguished at store closing time to conserve electri, 
current, but Wright-Kay got the benefit of evening dig. 
play, while at the same time saving consumption of ey». 
rent by a push button system. The passers-by could 
then push a button on the outside of the store, and the 
windows would light up for a few moments to 
inspection, after which the lights would again go off 
automatically. Highly successful though it was, this ay. 
rangement has been discontinued,*now that electricity is 
again available to keep the windows glittering attrac. 
tively all evening long. 

Wright-Kay & Co. have established in the minds of 
the Detroit public, the concept of their ‘store as one of 
the most substantial and helpful jewelry institutions j, 
this part of the country, but along with this a realization 
that it is a live modern organization living in the present 
and not the past. Their mode of sales presentation, 
keyed by an advertising program of rock bowid de 
pendability, is the responsible factor, plus of course, the 
extreme care with which the merchandise that the store 
carries is selected. 





EvEN THOUGH THE WAR may be well along, corre- 
spondence goes on. Altman’s, New York City, recently 
achieved a dynamic window with a jumbo, ‘simulated 
porcelain ink-well on an angle, spilling out ink-colored 
crepe paper. Floor of the window became a “sea” of the 
same paper with the store’s fine stationery samples bil- 
lowing on its waves. Your window card could say, “For 
the finest stationery, order gnsraving now.” 
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FOR DECEMBER, 1944 


Our sreetings come to you this year ac- 


companied by the hope that next Christmas 
will find your store again displaying Tuttle 
Reproductions in Solid Silver. We are 
looking forward to supplying you and 
your customers with the beautiful silver 
of authentic design and traditional 
romance so appealing to all who love to 


sive and to own fine things. 


May you have a 


peaceful and prosperous New Year 


TUTTLE + \loersmiths 


BOSTON « MASS ACH US 2s =e 
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REMOUNTING A PROFITABLE SIDELINE 


(From page 163) 


order work is cash-on-completion, and customers bring 
in and call for their work. It is a nice, profitable little 
business and here’s how we promote it: 

Baby Rings—Our custom has been to keep in touch, 
not with individuals, but with Albany families. When 
a diamond engagement ring is sold, we count that couple 
as new family customers and we watch the family his- 
tory. Forty years ago my grandfather began to make 
by hand and send to the first new baby in each of these 
families a tiny gold baby ring with a one-point diamond. 
Today I have the same little ring copied by a goldsmith 
and we send one to each family where we know it will 
be a profitable investment. It is our “small beginning” 
—our first custom order job for the potential new cus- 
tomer. 

Birthstone Folders—I talk up the ownership of fine 
gems and special mountings for them to almost every 
customer who comes in. A sure lead is to ask them about 
their birthstone and show some unset stones, which we 
always have on hand. Then I give them their birth- 
month folder as issued by The American Gem Society 
with our imprint. I mail out a quantity of these same 
folders each month to customers we haven’t been in touch 
with. It may not happen to be their birth month, but 
it reminds them of birthstones, gem stones, personalized 
jewelry, which we make and sell. 


Talks to Groups—I was a homemaker, mother of three 
children, and knew a little about chicken farming when 
1 began to study about diamonds and precious stones, 
Certainly I was no lecturer. But I found that giving 
talks to clubs, church societies and business girls’ groups 
was one of the most helpful things I could do, both for 
inyself and for the store. I have given about forty 
speeches in our county, appearing some places four times 
by request. Most popular subjects are Romance of 
Diamonds and What’s Your Birthstone? I take along 
exhibits from our stock; I tell how fine jewelry is made; 
and sometimes I show “‘before and after” jobs. Instead 
of distributing business cards, which clubs dislike, I give 
out the birthstone folders containing our name. 

Window Invitation—We usually have some message 
about “‘made-for-you” jewelry in our window, sometimes 
unset stones and sketches for mountings. When I get 
two or three sketches for a job and one sketch is chosen, 
I paste the others in our design book or use them in the 
window. Our signs talk about “Genuine Jewelry Made 
for Genuine People.”’ Best display for loose diamonds, 
which we carry only in small sizes, is to float them on 
red rose petals in a low bowl of water, set on floor of 
window near glass. Put one stone on each petal. As 
petals move, stones catch the light and catch the eye, 
Two fifteen-cent roses keep this going all week. 

Counter Conversation—We have books of jewelry de- 
signs for the visitor to look at just as she is used to doing 
at her tailor’s or dressmaker’s. Stress the fact that you 
never make two designs exactly alike, that every custom- 
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from BABY DAYS to DEBUTANTE ...PEARL-AT-A-TIME* to Mark EACH EVENT 
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Genuine Oriental Pearls > 
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The original sale 
opens your door to 
continuous future sales... 
Birthdays, Holidays, 


Graduations, Confirmations 


An 
Emily Wilken 
"Young 
Original"’ 








Advertised on the Air 


NECKLACES from $6.50 ...14-K GOLD CHAINS . . . INDIVIDUAL BOXING 


DOP © Cerone Ce neett™ 
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Prices Keystone 


*REG. U.S. PAT. OFF. 


ANNIVERSARY PEARL CO. 43 w. 4sth st, new york 19, w. v. : 


Division of MAYTREE Products Co. 





_ SINCE 1920 SOLD THROUGH LEADING WHOLESALERS FROM COAST TO COAST 
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USING? a 


made piece is individual and never copied in costume 
jewelry. If she has stones that might be used, set a date 
and hour for her to bring them in. Offer to polish up old 
jewelry and examine for loose stones “because maybe 
you won't want to have them reset after all.’ This 
always works. 


First-Time Friends—Albany has its share of new 
i neighbors with new money. I recently sold an $1800 
| diamond-and-emerald ring to-an arsenal worker who 
pulled $400 out of her coverall pocket; balance in 30 
days. It was her first piece of fine jewelry and I sold 
it to her as an heirloom of the future and a “portable 
asset.” It was a profitable sale without any special- 
order effort, and some jewelers are thinking no further 
ahead than that. But I know we won’t always have that 
type of customer. 


Estimating—This takes experience, and any first esti- 
mate at the counter can only be approximate. On a re- 
mounting job with old stones, I usually mention the metal 
and labor costs before I add in any new stones. I ex- 
plain that new stones will be figured separately and an 
all-inclusive cost submitted to her with the sketches. My 
routine is to unmount all old stones and grade them. Do 
any need repolishing for chips or scratches? How do 
the stones themselves suggest resetting? 


Remounting Problems—If you get poor quality dia- 
monds—and, oh, how often you will—don’t tell all you 
know about them. Don’t use phrases such as “‘off color,” 

) “poor make,” “‘just old rose cuts.’ Keep the owner sold 
{ on wearing real gems, make some use of what she’s given 


.year book, feature 


you, and lay the ground for selling a fine gem diamond 
later on. 

If a sizable diamond has a yellow tinge, set it in yel- 
low gold. If both off color and flawed, use it ag th 
center stone in a flower of colored gems. 

If diamond brilliant needs recutting, make sure cys. 
tomer understands about loss of weight. Usually recy. 
ting does not pay unless quality and color of gem ay 
fine. Explain why rose cuts and old miners do not sparkle 
as much as modern cut diamonds; it is usually best to 
reset them in forms that suggest period fashions, 

If Madame’s diamonds aren’t even diamonds, hand 
with care! Explain that fine paste reproductions hay 
been made at various times in history and suggest that 
she dispose of those for what they are and put the money 
toward one good solitaire. Or if the piece is small anj 
has fond memories, tell her it can be copied exactly jp 
precious metal with real gems. 

If stones are of fine color and quality, give them light, 
Set with as little metal as possible. This is especially 
good practice now when metal is scarce. : 

If old mounting itself has sentimental attachments, 
even after you have reset the gems from it, fix up theold 
mounting with some inexpensive quartz so it can be pre 
served as a keepsake. This suggestion will often sells 
customer on breaking up an heirloom because she'll have 
two for one! 

If you are asked to take an ad in the college paper or 
“modern jewelry made from family 
heirlooms, engagement rings made from family diamonds, 
and barrettes made to measure and to fit.” 

If you get two stones of uneven size for a ring, match 
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Wadsworth is heavily engaged in many- 
Sided war work. But our steady produc- 
tion of Military Watch Cases and our con- 
, Sant designing of the precious metal 
| tases for the future are preserving the 
at of fine watch case development. 
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A message to the makers 
and sellers of fine watches 


- «gh oe. 4 
+5 Ai 4h jae 


f 


Here’s a picture of Mr. Average Christ- 
mas Shopper. That last-minute-man 
who zips into a store . . . asks to see 
some watches . . . points to one and 
says, ‘‘Wrap it up, please.” 

Little does he know about watches. 
Little does he care. He is buying on 


faith—faith in the famous name on the 
dial of his watch and faith in the jeweler. 

Tokeep this customer’s faith, makers 
of fine movements and reputable jew- 


——Yadsworlh 


who gives a pair of winners... 
fine movement and fine case 


elers look with assurance to Wadswort 
Watch Cases, for experience has tau 
them that the name Wadsworth is a 
guarantee of tight, lasting protection 
to the most delicate movement . . . of 
exquisite design and metal-handling 
skill. 

Yes, merry is the man who picks 
a pair of winners . . . the fine move- 
ment plus the Wadsworth Watch Case. 
They are a faithful pair. 





209 














Distinctive Modern Jewelry in Emerald, Sapphire 


Ruby, and all Semi-Precious Stones 


These three matched pieces 
from our huge stock of 
individual designs are very 
smart, and moderately 
priced... me epee 
Amethysts, Topaz... 14K 
gold mountings. 


MEAN y AITZNOLLE COMPANY 


Creators of Distinctive Jewelry 


220 West Fifth Street © Los Angeles 13, California 
Dept. JK-12 





the small size with another and put the larger st 
between the two. 

‘ If you get solitaire earrings to convert into d 7 
ring, put the two stones in a twist mounting ¢ 
tiny leaves; the effect is that of flowers. Or use 
diamonds as the center stones in two cluster 
bordered with a different colored gem. This makes 4 
rings, which are very new. am 

If the customer has fine jewelry willed to her ( 
our town we often know who will inherit important py 
because the owners tell us how they have bestowed: 
offer to clean and polish the gifts, test settings and g, 
catches. Never convey the impression that the 
owner should “have that old stuff reset” until 
out what she herself thinks about it. But show 
some modern jewelry beside it. “? 

If some serviceman or other souvenir-buyer ge 
a big hunk of glass, be careful how you break 
to mother! Suggest that the specimen be ple 
inexpensive, ready-made mounting. If the bie 
worth a custom-made mounting, however, plan se ¥ 
face that will take engraving on the back, and havi a 
of purchase and year engraved on it. This makes a 
impression on the sentimental. 4 

Finally, if you get a customer who doesn’t kp fe 
she wants, make her a bowknot, a circle brooch 
flower spray. Like as not she'll say it’s exactly ¥ 
she had in mind all the time, and you'll both live hap 


as 
S 
ut 


he | 


m “aaa 


ever after. 
Post-war Development—Other retailers have told. 
they plan to set up special order departments after: 


| war. I suggest calling it “Custom Order Service” 


cause the word “custom” carries prestige. But don't} 
the phrase “custom jewelry” anywhere; it looks 
sounds too much like costume jewelry. ; 

Rule No. 1 is to put someone in charge who res 
understands this work and can see an order through ff 
customer’s first call to the final delivery. This ¢ rs 
should have good taste, should be able to sketch of 
pad at the counter, if only in a meager way. Use ec 0 
crayons to suggest gold and colored stones. Keep 
scrapbook of designs, use the fashion magazines 
cially those that picture well known persons weal 
fine jewelry. Announce the new service to cust ; 
with a special letter on good stationery. 

We use the envelope system for repair jobs and sf 
orders, as most stores do. When I get a group @ 
velopes together, I spend a day in New York, 
hours away, and get the orders started. I deal wit 
goldsmith, a silversmith, a platinumsmith, an en me 
and a lapidary. I keep in constant touch with them? 
usually have work to pick up and take back to 
on the return trip. e 

I suggest that you first establish personal contact¥ 
your manufacturers, especially if you have to deal ¥ 
them by mail in the future. But it would be more # 
factory to find some designers and workmen in your¢ 
city if possible, or at least one near enough so you 


| see them fairly often. This business is pretty hat 


handle by remote control and infrequency modi 
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V{IVERSALLY ACCLAIMED THEO RLD’S MOST BEAUTIFUL DIAMOND 
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2 ¥~ 3 : 
CIRCLE OF LIGHT diamonds with the one continuous 

circular facet replacing the dull gray girdle are 
nou avatlable in sizes from 10 points upward. See them 


yourself and learn at first-hand why we say)... 


“Perfect Beauty 1s Not Born... It's Made“ 


é 


THE GUILD OF AMERICAN DIAMOND CUTTERS 


an cf ftirate of 


BAUMGOLD BROS., INc.. 


62. WEST i7th STREET. NEW YORB@eSEs W. Y. 


Melee Phent: 305 East 45th Street. N.Y. ¢ Los Angles Offices 220 West Sth Street 
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MAKE POST-WAR STORE TOOL FOR SELLING 


(From page 176) 


example, in the jewelry section, the paneling and equip- 
ment can be oak, the silverware department in natural 
mahogany, and the gift and appliance section in a 
painted finish. This type of treatment gives an impres- 
sion of more spaciousness. 

At the rear of the gift and appliance department is 
a curved panel treatment which forms the front of the 
repair department. Room for two work benches is pro; 
vided, with a repair board for finished work on the wall 
between the work benches. Placing the repair depart- 
ment at the rear of the store is done purposely in order 
that any customer wishing to visit this department, must 
walk through the entire length of the store and therefore 
cannot help but view all the merchandise on display. 

Adjoining the repair department and directly in the 
center of the rear portion of the store is the office. Ad- 
joining the office is a curved section with an arch leading 
to a corridor which is used for receiving and also as an 
entrance to the office. 

Plan B shows a large store, approximately 30 feet 
wide by 90 feet deep. The jewelry section, although 
larger than in the store indicated on Plan A, has the 
same type of equipment. The curved corners of this 
area permit a ceiling treatment which will emphasize 
the department. 


Because of the width of this store, it igs Possible to 
place the diamond department in the center of the jewel- 
ry section. It consists of four turved show cases go 
designed as to permit the seating of prospective buyers, 
These show cases have a very shallow display portion, in 
order that the merchandise displayed can be as close to 
the view of the customer as is possible. The cases are 
connected by gates on either side of the department, Jy 
the center of the area is a special unit (54 inches high) 
with curved ends whose upper portion contains smal} 
display cases. .In the section between these ends, the 
upper part has wood sliding doors behind which are 
shelves for boxes, tissues, ring sizers, catalogs of mount. 
ings, etc. The lower portion is a safe behind sliding 
wooden doors for reserve stock. This arrangement makes 
quickly available merchandise not displayed in the show 
cases without the salesman having to walk the length of 
the store to the main safe to obtain some desired item, 

Adjoining the jewelry section, is the silverware de- 
partment. On one side is the sterling section which is 
curved, thus forming stock rooms in the corners behind 
the paneling and lending a smart modern appearance, 
Hollowware is displayed in the wall cases, in front of 
which are three silver sales tables of the type described 
in Plan A. 

On the opposite side is plated ware. Here, too, the 
wall cases are used to display hollowware, with open 
displays in the corners where special units can be fea- 
tured. In front of the wall units are three silver sales 
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tables of the same design as on the opposite for sterling. 
A special silverware display unit occupies the center of 
the department. 

Next to the sterling section on the same side of the 
store is the china and glassware department with wall 
displays from floor to ceiling. In the center in an alcove 
is a display table for this type of merchandise. Opposite 
is the gift, appliance and radio section, with a display 
table in the center. In the aisle between the two sec- 
tions is a large display unit which can be used to display 
merchandise from either section. 

Adjoining the glass and chinaware section is the repair 
department, with a doorway beyond it leading to the 
receiving and shipping section. Next to this and facing 
the sales area is the general office. A storage area occu- 
pies the other corner with a buying office, which can also 
be used as a private office or private sales room just in 
front of it. 

Plan C is for a jewelry store of average size in corner 
location approximately 18 feet wide by 75 feet deep. 
The equipment is similar to that of Plan A, though 
sinee the diamond and watch departments are backed 
against the side show window, there are no wall cases 
behind them. The curved treatment behind the diamond 
-show cases, is ceiling height and can be of either wood 
paneling, glass, or plaster. 

Separating the jewelry section from the silverware 
-and:gift departments, are two pedestal displays. In the 
silverware department, the equipment is similar to that 
described in Plans A and B. On the opposite side is the 


gift, appliance and radio department, with a display jn 
the center of the area. At the rear of this department 
is a curved section with an archway leading to a og). 
ridor in which are doors—into the general office and the 
receiving and storage areas. Also adjoining this copy. 
dor is the general office and cashier section. Next to this 
area is the receiving, shipping and storage area, in front 
of which is the repair department. 

For those stores where cashiers are not used, we Sug- 
gest a wall case for either silverware or giftware in the 
area occupied by the cashier’s counter indicated on the 
plans. 

I have endeavored in this article to show the equip- 
ment or store fixture arrangement. of three typical 
jewelry stores. The plans shown in this article are not 
to be taken as the hard and fast rule for all jewelry 
stores. Each store presents its own particular problems, 
such as irregularities of shape, location, inventory car- 
ried, etc. However, if I have been able to persuade you 
to departmentize your store and to display merchandise 
properly, then this article has served its purpose. 


Now ruart 11's TIME to be thinking of Christmas, here 
are themes that could be used in a window, department 
display, or advertisement: “Give Them Something to 
Remember You By”; ‘‘Precious Things from (name of 
store) that she’ll hand on to her children and they'll 
hand on to their children”; “Keepsake Jewelry — one of 
a kind .. . rich in beauty and old world charm.” 





Merry Christinas 


qu a UPry 


Happy New Year 
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CAN OVAL STONES TAKE IT? 
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in the interests of unvarnished truth, we decided against asking our 
customers to take our word for it that OVAL-made colored stones 
can take it. We called in a leading independent testing laboratory* 


and asked them to test our stones for fastness to light, compression 


ones ee 





(hardness) and scratch-resistance. The results, as listed below, are 


i SCD SNES 


bol only illuminating, but conclusive! 
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Specimens of various OVAL-made stones, selected from stock at random, 
were exposed in an F.D.A. Fade-Ometer for 200 hours, at the end of which 
period the colors of the stones showed no perceptible alteration of shade, 
thereby indicatin~ fastness to light. 


OVAL-made stones, selected at random, were placed on the immovable 
stage of a Baldwin Southwalk machine, and resisted pressure of from 400 
pounds to 2210 pounds. 


In order to determine the resistance to scratching of OVAL-made stones, 
selected at random, a sand-blasting apparatus was used. This was con- 
structed so that a stream of fine white sand was propelled from a nozzle, 
and the stones tested to a pressure of 30 pounds. The distance between 
the stone and the nozzle was three inches. 


* Above tests were reported by United States Testing Company, 
Hoboken, N. J. on August 21, 1944. Test Number 54681. 





1L MANUFACTURING CO. + 64 West 36th Street _New York 18 


IMPORTING CO., Inc. * 212 Union Street, PROVIDENCE. R. | TRUE COLOR, GEM-LIKE, GLASS STONES 





PLAN FOR FUTURE IN WARTIME STORES 


(From page 174) 


The site chosen was in an excellent location and was 
purchased with the thought in mind of Shaw’s being in 
the retail jewelry business for many years to come. 

Street displays were designed to’ meet the needs of 
individual showings. Each of the eight window sections 
is independently illuminated so that by darkening all 
windows but one or two, an exclusive and individual 
display can be spotlighted to attract the attention of 
night shoppers. 

Probably the most striking part of the front design 
are the two projections extending over the sidewalk, 
acting as a fixed canopy to protect the merchandise from 
the sun as well as to afford protection to window shop- 
pers from inclement weather. The center part of the 
building is free from any overhead impediments that 
might hinder daylight coming into the store. 

The facade is of sand-blasted glass, running 25 feet 
horizontally by 8 feet in depth. This extends over the 
store entrance and is recessed about 12 feet from the 
sidewalk. The net result is added daylight within the 
store and a feeling of brightness’and cheerfulness both 
within and on the sidewalk. 

Wartime restriction of merchandise called for con- 
sideration in interior design, but, naturally, with the 
eventual lifting of these restrictions, allowance had to 
be made in the layout for a growth in displays following 
the war which would permit the ultimate needs of a 


completely stocked jewelry store handling all of the 


related lines. 

This was achieved by building small, compactly 4p. 
ranged cases towards the front of the store, displaying 
the available merchandise. These cases have excellent 
“eye appeal” and the customer is psychologically inf. 
enced by this “openness” where previously designed 
cases were restrictive and inhibiting. 

The interior, with a 100-foot depth, was laid out ang 
built with a sense of mobility. All the wall cases anj 
floor cases, as well as the office partitions, can be moved 
about quickly and efficiently to meet the situation whep 
merchandise again becomes plentiful and available, 

This experiment in modernism—and it must be called 
an experiment—is justified by the fact that Shaw’s js 
putting in the identical front on their branch store which 
they have opened on Hollywood Boulevard, in Holly. 
wood. 

The openness and cheerfulness of the entire establish- 
ment has had a. marked effect on both the store's per 
sonnel and our customers. 

Shaw’s, like all progressive retail jewelry stores, looks 
toward the future with optimism. It is planned to mer. 
chandise not only the usual lines of precious stones, 
watches, jewelry and silverware, but also radio and tele. 
vision sets, small appliances, giftwares, cameras and 4 
better quality of perfumes. 

Plans have also been made for expanded credit with 
the idea that government control on credit purchases will 
be lifted when the peace economy again indicates the 
need for consumer credit. 














ALLEN S| 


Allen’s service to the jewelers of the country has been 
of special value during the past two years and will 
continue through December and the months to follow. 


You can order from Allen with confidence that if the 


tion. 


EFFICIENT 


merchandise is available you will receive prompt atten- 
Our buyers have been unusually fortunate in 
securing a large and varied assortment of jewelry store 


items for the holiday trade. 


SERVICE 


Especially is this true in our diamond department. 
Our stocks are complete and well balanced, with a 


wide range of sizes to fit your every requirement in 


FOR 


loose diamonds, 
matched wedding ring sets, and diamond jewelry. 


mounted and unmounted rings, 


We invite your inquiries as to your needs in the 


EIGHTY 
YEARS 


10 South Wabash Avenue, CHICAGO 3, ILLINOIS — 


diamond line and all lines for the jewelry store. 


BENJ. ALLEN & CO., Inc. 


FOR EFFICIENT SERVICE AT ALL TIMES 


Silversmiths Bldg. 
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Anthony Mastaloni & Co. 


17-23 JOHN ST. NEW YORK 7, N. Y. 
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Because of conditions over 
which we have no control we 


are not able to guarantee deliv- 
ery of all models. of ALTON 





watches. However, all ALTON 
watch orders will receive our best attention, 
and we will supply whatever possible. 


We urge our customers and friends to be 
patient with us during this uncertain period, 
until we are again able to fill all orders com- 
pletely and promptly as in years gone by. 


W. & G. DIAMOND RINGS AND SETS 





Matched set in 14K. yellow gold. 
Solitaire has two side diamonds and 
.25 Carat center diamond. Wedding 
ring has five fine diamonds. 

Grade Grade 

A 

D858—Set—Retail $237.00 $261.90 
Keystone Price ... 189.60 209.40 
D859—Solitaire— 


Retall .......... 184.50 209.40 
Keystone Price ... 157.60 165.80 
D860—Wedding Ring 

—Retail ....... 54.00 
Keystone Price 43.20 


Matched set in 14K. yellow gold. 
Solitaire has two side diamonds and 
.15 Carat center diamond. Wedding 
ring has five fine diamonds. 


Grade Grade 

A AA 
D870—Set—Retail $157.50 $175.50 
Keystone Price ... 126.00 140.40 
D871—Solitaire— 

RL hoo cts ae % 105.00 123.00 
Keystone Price ... 84.00 98.00 
D872—Wedding Ring 

—Retail ....... 54.00 
Keystone Price 43.00 


Prices and quality of W. & G. Diamond 
Rings and Sets are the same as in 1943— 
no advance in price. no reduction in quality. 


SEND FOR THE W&G DIAMOND CATALOGUE 
FOR READY REFERENCE 


Weksler & Goodman. Ine.! 


Distributors of Keystone, Star, Belove. and 
1.D? Watch Cases 


5 South / 
Wabash Ave. .° Hlinwrs 





Chicage 
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BIRTHSTONES BRING PLUS BUSINESS 


(From page 178) 


stone campaign throughout the entire year, each month 
running a special ad calling attention to the Sem for that 
month. Each ad is illustrated with a number of Zem set 
necklaces, rings, bracelets, watches, pins and hair orna- 
ments, each item being priced. Particularly effective 
was their topaz ad, calling attention to this Sem for the 
holidays: ‘““Topaz—one of the most popular gem stones, 
Never before has it been so effective. -Mounted in gold 
with small contrasting diamonds or rubies. Mark this 
Christmas forever in her memory with one of these 
lovely pieces from Los Angeles’ oldest jewelers,” Other 
ads call attention to birthstone set rings, pins and 
watches for men and women in the service, and for spe- 
cial birthday and Valentine remembrances, 





An effective showing of the stone of the month was this 
window featuring garnet, by Herzberg's, San Antonio. Similar 
displays are installed each month for that month's gem. 


Another firm that has made a decided success of this 
line is the Ware Jewelry Co., San Diego, Calif. J. W. 
Ware, the head of the firm, told recently of the methods 
they adopted to publicize these gems. “In the first 
place,’ said he, “‘we establish in the mind of all prospec- 
tive clients the absolute authenticity of our gems. We 
are a member of the Gemological Institute of America, 
and our card of membership is always shown in the win- 
dow in connection with any display of jewels. We adver- 
tise our birthstone gems in the papers and in our win- 
dows. We have compiled a little booklet giving the lore 
of precious and semi-precious stones—a large portion of 
it being given to the special gem (with its alternates) for 
each of the twelve months of the year. This book we 
give to all visitors expressing interest in our jewels. It 
is also sent to young couples—especially those who pur- 
chased their engagement and wedding rings from us. 
Lastly, at the beginning of each month we arrange 8 
special window display, featuring the gem for that 
month. There is a card telling the significance of the 
stone, and other cards, scattered through the display 
giving interesting little items regarding it. A number 
of unmounted stones are shown, as well as many made 
up into rings, bracelets, pendants, hair ornaments, jewel- 
studded watches, cigarette cases, etc. We also call atten- 
tion to the fact that we are in a position to furnish 
original designs, and remount cherished heirlooms in 
smart new settings.” 

Herzbergs, San Antonio, Texas, arranges a birthstone 
display at the beginning of each month, with a large card 
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Cade |INU. 


(Synthetic Corundum) 


NOW AVAILABLE 


in any quantity, 


for any purpose, 


without priority. 





LINDE ruby (synthetic corundum) is comparable 
in physical characteristics to natural ruby and ap- 
proaches it in color. Linde ruby is of uniformly high 
quality and is available in half-boules weighing up 


to 150 carats. 


Linde also supplies water-clear sapphire in half- 


boules and in the new rod form. 


More complete information on Linde ruby and 
sapphire will be sent on request. Cut gem stones are 


not available from Linde. 


THE LINDE AIR PRODUCTS COMPANY 
Unit of Union Carbide and Carbon Corporation 


cE) 
30 East 42nd Street, New York 17, N. Y. 


Offices in Other Principal Cities 


The word “Linde” is a trade-mark of The Linde Air Products Company 























FOR DECEMBER, 1944 





219 


| 
ha } 
# 
% 
f 
{ 
i 


Sea. i A iat AR te SET ect 


ee 








calling attention to the gem of the month, and showing 
in satin-lined cases a number of watches, necklaces, and 
other jewelry set with the natal stone. To all who are 
interested they give out a little booklet, The Romance of 
Birthstone Gems, telling many interesting facts in con- 
nection with each, and illustrated with designs in rings 
and other jewelry set with one’s birthstone. 

Halls, quality jewelers of Pasadena, Calif., likewise 
arrange a window featuring each month’s birthstone, 
complementing it with a show case near the entrance in 
which are many specimens of gem-mounted rings and 
watches, as well as a number of unset stones, and several 
booklets of designs. 

Strasburg’s, Hollywood, Calif., likewise play up birth- 
stone gems very prominently. A recent window devoted 
to rings and necklaces gave half the publicity to men’s 
rings, and half to birthstone gems. A large framed 
photo showed a young woman with topaz earrings, neck- 
lace and ring, and in front of the photo was the word 
“Rings” in large block letters. Beside it was a large 
green rock—a meteorite. In the birthstone section were 
necklaces and rings for all the months, with little cards 
calling attention to same, such as “Topaz—November’s 
ring—Firm friendship in November’s stone, they bear 
their love beneath the topaz that they wear”; “The Ruby 
—emblem of success—July’s stone. Place your hand on 
a ruby true, success will bless and follow you”; “Ame- 
thyst—the February stone—Brings immunity from 
troubles and preserves the affection of husbands and 
wives.” 


For those who wish to push the agate—which comes 
in such a wide variety of beautiful forms and Colors—gy 
interesting window could be built around the wonderfy) 
agate bridge in the Petrified Forest in Arizona. [yj 
bridge consists of a gigantic tree, fallen across g small 
stream—the tree itself having turned into agate rock 
Many other interesting specimens of agate are found ip 
this strange forest, including an aboriginal dwelling 
whose walls are blocks of agate. ‘ 

The main thing is to first arouse interest in the birth. 
stones themselves—make the buying public conscious of 
the individuality of the stones and the fact that a certain 
gem particularly belongs to him or her. Then call atten. 
tion each month to the gem associated with each. Tho 
of course, as a ring is generally the first item purchased, 
not all of the stress should be laid upon them. Most 
people have a favorite cigarette case, compact, locket, or 
watch, and its charm and value will be greatly enhanced 
if it is set with their birthstone, perhaps in combination 
with tiny diamonds. Designing such articles of personal 
use will result in a large increase of sales. 


Anp Wuat Or Opps Anp Enps in china that follow | 
in the wake of every Christmas? McCurdy’s, Roches- 
ter, N. Y., turns the table on the usual put-them-out-of- 
the-way technique, and highlights these pieces on a 
two-tiered cart supporting a large sign, “Service a la 
carte.” That’s the way to transport “extra” pieces out 
of your stock! 
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RETAILERS HAVE IMPORTANT ROLE 


(From page 182) 


lower net prices. Too rigid adherence to formula pricing 
makes no allowance for that factor. 

“OPA should consider the adoption of a price policy 
which would require the manufacturer to absorb price 
increases on higher profit items, but which would allow 
for labor and other increages on low margin items. Even 
though this principle might bring reflections in the 
Bureau of Labor Statistics cost of living index, the sum 
total of the prices paid by the average consumer would 
be materially reduced.” 


THREE PHASES OF ECONOMIC STRESS 


James G. Rogers, Jr., Deputy Administrator of the 
Office of Price Administration, following, spoke on the 
government’s position in the price control picture. He 
stated that there could be expected three different phases 
of economic stresses and strains during the period of 
reconversion. 

“During the first,’ he stated, “the chances are very 
good that-there will be a lull in prices as there was after 
the last war. Many workers, now in war plants, will be 
temporarily out of work while the plants are reconverted. 
Strong inventory demands will probably not develop at 
once, as manufacturers are getting set to roll the new 
items off the production lines. Doubtless many will rise 
to say controls are no longer necessary. 


“No one can tell how long that might last. After the 
Armistice of 1918, this phase lasted about four months. 
This time it will be four, or as much as six. 

“A second phase then will develop. This is the 
dangerous phase. This is the phase when we'll see 
strong pressures against ceiling prices. The huge accy- 
mulation of buying power in the hands of manufacturer, 
distributor and consumer will go to work. The possi- 
bilities of broad increases in prices resulting from 4 
scramble for inventories could well be serious. The 
stage will be set for inflation, very much like the one 
which occurred after World War I. This will be the 
time to maintain controls to hold prices in line, for the 
sake of the consumer, the farmer, labor, and for the sake 
of business. 

“Probably if cutbacks in war material purchases con- 
tinue, such a period would not last more than six months, 
It might be over in three or four. 

“The third and final phase will start when supply in 
most commodities substantially approaches demand. It 
will be OPA’s job then to wrap up price controls and 
put them away in an orderly, efficient and prompt 
manner. 


OBJECTIVES OF OPA 


“If that’s a fair picture of the economic trends, what 
should OPA’s objectives be during that critical period? 
How can we most wisely administer price controls for 
the purposes of the future economic health of the 


country ? : 
(Please turn to page 235) 

















POLISHED GIRDLES 


We are announcing to the trade that we are now 


prepared to 


POLISH GIRDLES | ! 
on any diamonds whether bought from us or purchased 


elsewhere, regardless of the merits of the operation. 


Skilled craftsmen insure superior workmanship. Prices 


on request. 


LAWRENCE BODENHEIMER 


1650 BROADWAY, NEW YORK 19, N. Y. 


| 
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SELL US YOUR 
BUSINESS 


Realize Every Cent 


It Is Worth in 
SPOT CASH 


IF you contemplate retiring from 
business this is your opportunity to 
sell everything outright to the bare 
walls for full value. 


WE are spreading our wings in a 
vast expansion program and want a 
greater representation of retail out- 
lets. We are interested in buying 
going businesses and are prepared 
to pay a fair and just price in— 
SPOT CASH. 


SIXTY-FOUR years of reliability 
backs this firmly established Jewelry 
Organization, operating stores in 
various states. Firms recently pur- 
chased (names on request) will attest 
to our satisfactory, fair and square 
dealings. Ask your bank for refer- 
ence. 


WRITE, WIRE OR 
PHONE MARKET 3-2987 
Ask for Mr. Busch or Mr. Sargent 


BUSS ESONG) Ss) 


Ost i 





MAIN OFFICE 
875 Broad St., Newark 2, N. J. 
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Gsreat Names- 
Kine Products! 


Ca. Cars 


ELGIN 
HAMILTON 
WALTHAM 


— 


INGERSOLL 
WESTCLOX 
TELECHRON 
SETH THOMAS 


—_ 


1847 ROGERS BROS. 

WM. ROGERS & SONS 

COMMUNITY PLATE 
TUDOR PLATE 


RONSON PRODUCTS 


The above factories and their craftsmen have 
been devoting themselves to important war 
work. When the time comes that they can 
again turn to the manufacture of their own 
products, you can rely on GERWE-BROWN 
COMPANY to give you the same prompt 
and courteous service that won us your 
patronage and has held it for so many years. 


GERWE-BROWN CO. 


18 W. Seventh St., Cincinnati 2, O. 
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Future Planning for Your Silver Department 





Eprtor’s Nore: 
vanced as to when the bars to the manufacture of new silver- 
ware will be let down, but manufacturer as well as retailer 
are eagerly awaiting that day when their now about-non- 
existent stocks can be brought up to par. Certainly that day 
is much closer to us now than could be foreseen only a few 
short months ago and because of this the time is ripe to 
begin putting your post-war ideas into practical application. 

In the endeavor to help their distributors take better ad- 
vantage of what will undoubtedly be a great post-war 
market for silverware, the International Silver Company, of 
Meriden, Conn., has, through their own staff and with the 
cooperation of Carl Conrad Braun, noted New York archi- 
tect and store designer, made an extensive study of many 
silverware departments throughout the country. As a result 
of this study, they have compiled and presented in an attrac- 
tive and detailed bulletin entitled, “Ideas for Improving the 
Silverware Department,” a comprehensive outline of sugges- 
tions for the betterment of your silver section, together with 
numerous sketches showing layout schemes for stores of 
every size. 

Their thinking and ideas presented here are right in line 
with what the forward-looking jeweler has in mind for post- 
war operation of his silverware department. 
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No definite prediction can as yet be ad- 


TORES are almost as individual as people, in fact 
they are, to a very large extent, a reflection of the 

personality of their owners or managers. The subject” 
of store arrangement should, therefore, be approached — 
by the manufacturer with a good deal of respect for the - 
variety of personality and the difference in the needs of 
the many sizes and types of stores engaged in the retail” 
distribution of jewelry and silverware. 

It should be made clear at the outset that we do nok | 
pose as experts on store arrangement. We have some 
ideas formed from years of experience in the silverware 
business. Some of these ideas are tried and true; others 
are new but promising. We are encouraged to offer them” 
now because of the great interest dealers have shown in ~ 
improving their silverware departments, 

Jewelers are thinking seriously of their silverware 
business after the war. Naturally, they are anxious to 
get merchandise which has long been off the market. 
They feel confident that the demand for all types of 
silverware will be tremendous and they are eager to begin © 
to satisfy that demand. ; 

Whenever the time may come when silverware begins | 
to flow back on the market, it is none too soon now to : 
plan how silverware may be best presented in your store.” 
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With stecks depleted during the war, silverware is due for a 
big comeback as soon as manufacturing restrictions are lifted. 
Now is your opportunity to pat into practical application your 


post-war ideas for a bigger and better silverware business. 


After all, physical arrangement of fixtures and the 
mechanical means of showing merchandise well should 
be one of the easiest things to get right, and once right, 
it stays right. Buying, merchandising, and personnel are 
management problems that call for constant and con- 
tinuing supervision, but if you get a good arrangement 
of fixtures for showing merchandise well, then keep it up, 
you have something that will work silently and effec- 
tively for a long time. 

The problem of showing silverware well in the jewelry 
store is a timely one because silverware has almost dis- 
appeared froma the scene during the war. In most stores 
the representation of the product has shrunk to the con- 
fines of the sterling flatware department, and even that 
has diminished in size if not in importance. Stocks of 
sterling hollowware have dwindled almost to the vanish- 
ing point and shelves which once were laden with a 
complete and varied assortment of plated hollowware 
are temporarily occupied with all manner of stop-gap 
merchandise. 

So, there is the. task of rebuilding the silverware de- 
partment in stores which formerly had complete and 
well-rounded departments, but there is also the problem 

_of building silverware departments in stores which for- 











‘for the consumer dollar and the necessity of the 


merly had a limited or specialized silverware business 
Many fine jewelry stores, for instance, did little or no 
business in plated flatware. On the other hand, many 
credit jewelers handled nothing but plated flatware. Jy 
view of the opportunity that presents itself in the gale 
of all types of silverware after the war, it would seem 
profitable for such stores to seriously consider broaden- 
ing their market by carrying both sterling and plate a 
flatware as well as hollowware. 

Here is room for some careful planning and tog 
thought. Former President Charles Michaels in his an 
nual address to ANRJA stressed the coming competition 









jeweler being everlastingly on his toes to get his share 
of it. The threat, not only of other products, but of - 
other outlets, must be met by the jeweler, and both mean” 
modernization of his methods of presenting and 
merchandise. We know of no better way of m 
product competition than by taking advantage of the 
great pent up demand for silverware, and we know of . 
better way to best the competition of other outlets than 
by having a good stock of silverware and showing it 

% 
ESTABLISHING IDENTITY OF SILVERWARE DEPARTMENT — 


When the customer enters the average jewelry a 
there is no doubt about the identity of the diamond, 
jewelry or the watch departments. They’re right up 
front, they’re well lighted, clean, well-arranged. They 
smack the customer right in the eye and tell her that 
here is a store that is really in the diamond and watch 
business. In other words, these departments have a dis- 
tinct and attractive identity within the store. 


The same should be true of the silverware departaiall 
(Please turn to page 282) 


"Before and after" sketches 
showing how an old style 
department can be 

ernized and made into an 
attractive silverware 

partment displaying chests 
and flatware samples: 


if 
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raditional and authentic 


designs by master silversmiths 


have characterized “Sterling 
by Whiting” for more than one 
hundred years .. . still lend 
lustre to this famous name. 
Superb craftsmanship has am- 
ply justified long acceptance 
by discriminating hostesses .. . 


extensive current advertising 





in carefully selected media is 
playing an important part in 
broadening its appeal. 


VICTORIA 


FRANK M WHITING COMPANY 
Cottdtweites vend Stéocrumiitts Senece 140 


DIVISION OF THE ELLMORE SILVER COMPANY + MERIDEN +» CONN. 


©1944 The Ellmore Silver Company 
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In normal times it is easy to see that the jewelry store 
is in the hollowware business because the wall cases 
usually diplay a copious stock, but does sterling flatware 
stand out as brilliantly lighted, as neat and as enticing 
in its section as diamond jewelry? How about plated 
flatware? Does it have a section to itself, a display that 
says by its very appearance, “Here is a good store in 
which to buy plated flatware,” or is it hidden away in 
chests that are only seen when asked for? 

Government census figures show that in sterling about 
70% of the business is in flatware, 30% in hollowware. 
In plate the ratio is 80% flatware to 20% hollowware. 
yet, in many jewelry stores hollowware gets the great 
preponderance of display space and you have to hunt to 
find flatware. Of course, hollowware is bulkier and by 
_ its very nature needs more space. We are not advocating 
reduction of your hollowware display. We are merely 
urging that the importance of flatware deserves recog- 
nition in the jewelry store by giving a definite identity 
to the flatware. departments. 

“Departments” is in the pluraP because separate sec- 
tiens for sterling and plated flatware seem desirable in 
most stores. Sterling is sold in open stock and by place 
settings. Plate is sold almost entirely in chest combina- 
tions. For plate a way must be found to show a good 
assortment of chests of various size, price range and 
pattern selection. And they should be shown attractively 
—well lighted, clean, contents neatly arranged and lids 
fully open. Their mass effect will help more than any- 
thing else to give identity to your plated flatware depart- 
ment. Even in sterling, where the method of selling from 
a flatware display table has become pretty general, there 
is need of giving the section more individuality and more 
importance in relation to the rest of the store. 

So important do we consider the principle of creating 
a distinct identity for the flatware departments in the 
jewelry store, that the architect’s sketches included in 
this book are devoted principally to suggesting various 
devices and arrangements whereby such individuality 


can be attained. 


DRAMATIZING THE PRODUCT 


A great deal can be done to give the interior of the 
jewelry store extra character and interest by spot dis- 
plays, and silverware lends itself easily to such use. 
Shadow boxes built into wall cases or blank spaces of 
walls, as are suggested in many of the sketches, are a 
good way to get dramatic effect within the store. 

Such spots provide limitless possibilities for dramatiz- 
ing silverware. They can be used for introducing new 
patterns, for spotlighting a particular chest combination, 
for emphasizing a pattern tie-up with national adver- 
tising, or for a special display of baby silver. Attractive 
groupings of a few pieces of hollowware can be made 
along various lines. For example, over a period of time 
a series of shadow box displays might be done to bring 
out the different periods of design represented in your 
stock—candlesticks, bow] and water pitcher all in Early 
American, followed by similar groups in Modern and 
Renaissance. Seasonal displays can also be made; as 
for instance, a platter, vegetable dish, gravy boat and 
carving set at Thanksgiving, iced drink sets for summer, 
or dresserware for Christmas. ~ 

Shadow box displays are small in size and, therefore, 
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easier to decorate than full windows. They should be 
skillfully lighted and the display content limited to , 
few pieces, artistically arranged. If well done, they can 
not only become beautiful pictures which will add dis- 
tinction and quality to the store, but if planned smartly 
from a sales standpoint, can be the means of selling 4 
great deal of merchandise which might ordinarily be 
overlooked by the casual shopper. 

Another tried and true method of dramatizing silver. 
ware is by a table setting. Nothing is quite as com- 
pelling as a beautifully set table with its full complement 
of silver, china, glass and linen. It takes space and it 
must be done well to be effective. It should be correct, 
colorful and complete. Real flowers should be used if 
possible, and the table should have a theme to give it 
extra interest. The home decorating magazines are ful] 
of ideas which can be copied without too much difficulty, 

The only pitfall about a table setting is mediocrity, 
If it is not distinctive, if it is not dramatic, if it is not 
kept fresh and clean, it is better not to attempt it. 


GOOD HOUSEKEEPING 


This is a delicate subject. It is difficult, and hardly 
endearing, to tell a customer face to face on his own 
ground that he has a dirty store and ought to get busy 
and clean up! The pages of this book are impersonal 
enough, however, to venture the truth, and the truth is 
that there are too many jewelry stores that are just plain 


dirty, and have been for a long time. 


Wartime conditions, the rush of business and lack of 
help, have been contributing factors to general untidi- 
ness, but the time is coming when good housekeeping 
will be essential to meeting postwar competition from 
other products and other outlets. 

Somehow, silverware seems to suffer more than any 
other product in a sloppily kept store. A great part of 
the beauty of silverware lies in the color and lustre of 
the metal itself, and all this is lost when it is allowed to 
become tarnished, dusty or soiled by finger marks. On 
the other hand, nothing has more magnetism, more eye 
appeal without a word being said about it than beautiful, 
clean, gleaming silver. House-to-house salesmen invari- 
ably keep their samples shining and spotless, and they 
will tell you that no other product has as much, almost 
hypnotic, appeal to the housewife as a complete set of 
flatware polished and neatly set up in an attractive chest. 
Isn’t it equally as important that his appeal be not 


dimmed by untidiness in the jewelry store where the « 


customer should expect to find silver at its best? 

The point needs no belaboring. Disorder, dirt, care- 
lessness lose sales. Order, cleanliness, care make them. 
Good housekeeping is purely a matter of good business— 
it pays. 


GOOD METHODS OF SHOWING FLATWARE 


In the selling of sterling flatware, the display table 
where a customer can be seated has become an accepted 
and successful device. It is equally good for the selling 
of plated flatware if backed up by a wall case or other 
fixture displaying an adequate assortment of chests. The 
table can be used for pattern and brand selectign and 
the chest display for the selling of the completely pack- 
aged unit in the number of pieces and place settings 

(Please turn to page 252) , 


THE JEWELERS’ CiRCULAR-KEYSTONE 


f 














RETAILERS HAVE IMPORTANT ROLE 


(Frome page 222) 


“First of all, we must continue the battle against 
jnflation which today is far from won. Perhaps in point 
of time, we're coming towards the end. But a lax and 
sloppy job at this point could easily bring with it infla- 
tioary prices which would destroy the job done thus 
far. The result could only be serious hardship on a large 
segment of the population . . . not forgetting the return- 
ing service men and their families. Furthermore, it could 
only result in chaotic conditions for businessmen already 
faced with new and complex problems of the reconver- 


terms, inflationary prices during this period will be 
disastrous. 

“So our first objective must be to see that prices are 
held in line—that no chances of inflation appear. 

“But at the same time, we must be continually aware 
that ours is a temporary wartime assignment in OPA, 
and that the only real answer to proper pricing is full 
production of civilian goods. If that production rolls 
and rolls soon, supplies should, in most products and 
commodities, soon approach demand. At that point, our 
effort should be the orderly removal of controls.” 

At the concluding session, Kenneth C. Richmond, vice- 
president and treasurer of Abraham & Straus, Inc., 
Brooklyn, N. Y., stressed the importance of consumer 
credit, stating that to date little consideration has been 
given this subject in post-war planning. He cited the 


_sion period. Judged both in human terms and economic. 





post-war goal of furnishing jobs for 55 million workers 
and said that “the task of furnishing regular employ- 
ment to 55 million persons seems to be one of selling a 
national product 60% greater than in 1940; not in pro- 
ducing it.” 

“This can only be done through credit selling which 
has always been tremendously beneficial in creating the 
American economy.” 

Summarizing his views on the distributor’s position on 
consumer credit, Mr. Richmond said: 

“T believe that the greatest expansion during the post- 
war period must come in distribution. This expansion 
alone will be helpful to employment because distribution 
is a manual industry. Retailing and wholesaling em- 
ployed one-sixth of the nation’s workers before the war, 
including those in agriculture. After the war retailing 
must sell a national product 60% greater than it did 
before the war. It is inconceivable that this will be 
possible without a new conception of consumer credit; 
more liberal terms; and without aggressive credit pro- 
motion. Despite the intelligence and great skill of the 
Federal Reserve System in administering Regulation W, 
I believe that its continuance is unnecessary and undesir- 
able after the war in Europe has ended.” 





THIS YEAR MORE THAN any other you will find many 
customers if you offer mail and phone follow-through on 
gifts. Many war workers who double up as homemakers 
simply haven’t time to shop. A message such as Macy’s 
use should turn the trick—“Sit where you are, and order 
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by mail or phone from Macy’s. 





reading that ad? 


mind mention of International. 
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Did you happen to watch a woman 


Women don’t just flip by International Sterling ads like this 
one from our award-winning series in Life. 

They take in the story-spinning picture. Next thing, 
they’re deep in the text, absorbing equal parts of romance 
and build-up for International Sterling. 

That’s why “May I see your International Sterling pat- 
terns, please” is a phrase you’ll hear often, postwar! 


TUNE IN! Listen to International’s brilliant new half- 
hour radio show, Ozzie and Harriet, starring Ozzie Nelson 
and Harriet Hilliard. It’s a gay comedy-drama of young 
married life—warm, human, lovable. Sundays, 6:00 p.m., 
E.W.T. Columbia Network. With plenty of stick-in-the- 


INTERNATIONAL SILVER CO., Meriden, Conn. 












Advertising and | Selling Surplus War Goods 


Government surplus war goods are now appearing on the market in 





inereasing quantities and in order to insure an orderly distribution 


of these goods, the Better Business Bureaus offer these selling guides. 


URPLUS war goods are now on the market and, 

during the coming months, will undoubtedly appear 
with increasing volume. Retailers know that unless there 
is an orderly distribution of these goods, a chaotic con- 
dition will result—a condition which, if allowed to occur, 
will seriously undermine public confidence in business. 

Business must solve this problem, and it must do so 
through it own voluntary effort. To cooperate with and 
’ assist retailers*in this situation, the Better Business Bu- 
reaus throughout the country have made a considerable 
study of this situation and offer these recommendations 
in the advertising and selling of this merchandise to con- 
sumers. 

These recommendations do not include any reference 
to existing laws, governmental orders of a regulatory 
nature, or accepted codes defining fair practices, with 
which retailers in general are familiar. 


Trade Sprles. The terms, “Army,” “Navy,” “Army 
and Navy,” or words or terminology of like import, 
should not be used as the name of, or part of the name 
of, a private enterprise. 

No representation should be made, either directly or 
implied, by firm name or otherwise, that the advertiser 
has any government sanction or special authority to act 
as a distributor of surplus goods, or is in any better 
position than others to obtain and distribute such goods 
at low prices, when such is not the fact. 


Use of Terms “Army,” “Navy,” Etc. The terms 
“Army,” “Navy,” “Marine,” “Coast Guard,” ‘‘Govern- 
ment,” “G.I.,” or any other term denoting a branch of 
the government, should not be used either independently 
or in connection or conjunction with any other word, or 
words, letters or insignia, which import or imply that 
the products so described were made for the United 
States government, or in accordance with government 
specifications or requirements, or of government mate- 
rials, or that such products have been disposed of by the 
United States Government as surplus or rejected stock, 
when such is not a fact. 


Disclosure. Government goods and articles made of 
government goods should be affirmatively disclosed as 
such when of special] manufacture and design for gov- 
ernment use. 

When government goods, articles made of government 
goods, or goods made for but not accepted by the gov- 
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ernment, are not new and in perfect condition, their true 
condition should be disclosed in advertising and selling 
by an appropriate descriptive term, such as “Used,” 
“Rejects,” “Reclaimed,” “Reconditioned,” “Seconds,” 
“Trregulars,” “Damaged,” etc. 


Stocks. No statement or method of advertising should 
be used which represents or implies that stock offered 
for sale consists wholly or in substantial part of govern- 
ment goods, when such is not a fact. 


Use of Term “Official,” or “Regulation.” The 
term “Official” or “Regulation” should not be used ip 
any way to imply that such an article has been desig- 
nated as “official’’ or “regulation” by any governmental 
department or agency, when such is not a fact. . 


Segregation. Civilian and government goods should 
be segregated unless each is readily identifiable as such, 
or when failure to segregate would make the display 
misleading. 

Advertisements, counter signs and window displays 
should distinguish clearly between government and civil- 
ian goods, if failure to do so would have the capacity to 
deceive the public. 


Price Comparisons. In view of the difficulties in 
making accurate comparison of values as applied to 
goods designed for government use, it is recommended 
that the use of comparatives be avoided. 

If comparisons are used, they should be accurate and 
provable. 

Abuse of comparative prices would be minimized if 
their use were confined to the following methods: ; 

(a) The current applicable ceiling price or other 
officially established maximum price. 

(b) The advertiser’s own original, former, or regular 
retail price on the article advertised, properly identified 
as such. 


Government Guarantees. Statements that repre- 
sent or imply that government goods are being offered 
with a government guarantee, should not be used, when 
such is not a fact. 


Alteration. If an article offered for sale requires 
alteration, or adaptation before it may be used by con- 
sumers, adequate disclosure of that fact should be made 
in advertising and selling. 
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One Hundred Miles From Pak-Hoj 


The relationship of capital to local wages and natienal prosperity 


presented in a highly simplified manner by the writer whe contrasts 


the capitalistic industrialization of America with foreign nations. 


by DR. GEORGE S, BENSON 


NE inch outside our front door was the curb of a 

cobble-stone street. It wasn’t as wide as two 
ordinary sidewalks; not wide enough for an American 
automobile. It amounted to a tolerably wide, cobble- 
stone walk between buildings. Such were the thorough- 
fares of Kwei Hsien. Traffic on them consisted largely 
of people walking, usually carrying burdens. Occasion- 
ally one passed leading a wheelbarrow piled high with 
merchandise, wobbling under the load. 

One open space in the squat and crowded town was 
the market place. My southern American up-bringing 
made me think of it as Court House Square but it was 
really an open air market for farm produce, surrounded 
by shops. Please don’t think of concrete walks and 
drives with street lights, plate glass show-windows and 
displays of merchandise. There was nothing of the kind. 
The market place was drab. The shops were dim at 
night and dingy all the time. 

Kwei Hsien, the principal town of its district in 
Kwangsi Province, China, had 60,000 population, but 
covered no more acres than Searcy, Arkansas, where I 
live now, which has less than 3,000 people. Kwei Hsien 
was inland 500 miles up West River from Canton. The 
closest seaport was Pak Hoi, 100 miles overland to the 
south. 


A SHOPPING ERRAND 


After renting some rooms and opening some boxes, my 
first trip down town was for kerosene. The oil store 
had been “out” for days, but now the coolies were com- 
ing into town from Pak-Hoi with a fresh supply, and 
our lamp needed filling. The light I got at the oil store 
on economic and industrial conditions in China was worth 
infinitely more to me than the oil I bought, and cost me 
nothing. 

Tired was not the word to describe those sweaty, 
brawny, young coolies. They were exhausted. They had 


walked for ten days over an uneven trail from port, cov-_ 
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ering about ten miles a day. Each yellow workman had 
carried ten gallons. of kerosene the full distance; one 
five-gallon tin swinging by a cord from each end of a 
bamboo pole which lay across his calloused shoulders, 

The local oil dealer was paying off his carriers when 
I came in, and the tariff was no secret. These men ex- 
pected to get, and actually received, the equivalent of 
ten cents a day: for their work. At first I felt a twinge 
of anger toward the merchant, offering such paltry pay 
for such arduous work. Then I priced the oil and found 
that ten cents a gallon had been added to cover the cost 
of coolie transportation from port. I paid the bill and 
went away pondering: Prices much too high, wages much 
too low. 


CHINA CAN'T FEED ITSELF : 
This incident led me into more serious research. It 
made me hunt for economic factors that controlled indus- 
tries more basic than oil, as far as China is concerned; 
agricultural for example. More than 80 per cent of 





¢ Another in a series of articles by distinguished 
authors especially prepared for The Jewelers 
Circular-Keystone and other journals which are 
sponsors of The Institute of Business Economics. 


¢ President of Harding College, Searcy, Ark., the 
author has become increasingly prominent as an 
advocate of economical spending by government, 
of sound financial structure for the whole nation, 
and of private enterprise as the secret of our past 
prosperity and our hope for the future. 


* He tells here of his life in China, contrasting the 
coolie with the American workman, showing why 
the living standards of each are at so wide a 
variance. 
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And plenty profitably—for you! 
You’re V. P.-in-Charge-of-Sales 
for Elgin National Watch Company 
-aren’t you? You’d like to see an 
Higin on my wrist—wouldn’t you? 
And another Elgin for my husband, 
huh? Well, then... 
I’m your girl! 
Im a typical Cosmopolitan reader. 
YOUNG! Under 35. (Most Cosmo- 
plitan readers are under 35.) I’m 
young enough to crave things new 
...and fresh ... and stream-lined. 
Smart enough to insist cn the best 
for my money—whether it’s waffles 
or watches. 
_ Yep, and I’ve got two youngsters 
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my time could be yours 


who are learning to tell time. (That 
ought to give some long-range ideas 
to a smart gent like you.) 


We've got the dollars! 


The family bankroll is plumper than 
the average. We can afford to buy 
so many things we take a fancy to. 
And we’ve years ahead—fate willing 
—to be loyal to the names that win 
us now! 


We can be won... 


Cosmopolitan wins us. Over and over. 
Every issue. It’s so smart, so sophis- 
ticated. (Which I like to think I am, 
too.) It’s planned to lure us young 
ones. With those straight-to-the- 
heart stories. By the world’s best- 


[osmopolitan 


GREAT WRITING MAKES GREAT READING! 


s Hey, 


Howard 





qu 


paid, best-read writers. Strictly my 
speed, is Cosmopolitan! 

No foolin’. I’ll be looking for you 
again in Cosmopolitan. 











KNOW WHAT MR. SCHAEFFER? 
Cosmopolitan Readers are 
YOUNG! 


Cosmopolitan Readers are 


CITY PEOPLE! 


Cosmopolitan Readers have 
MONEY TO SPEND! 
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China’s 423 million people live on farms and work the 
soil,.but year after year China imports more food stuff 
than it exports—much more. The nation can’t feed 
itself although there is no richer soil on earth. 

Less than 20 per cent of the 132 million people in the 
United States live on farms and work the soil, but, for 
some reason, America exports vastly more food than it 
- imports, year after year. “For some reason,” I said. 
There is a reason. It is no accident that we have a good 
country and they have a poor one. China has abundant 
natural resources, in greater quantity, and in some in- 
stances better quality than has America. Think of this: 

China’s interior had a civilization before the year one. 
America was a jungle long after Christopher Columbus 
was laid to rest. Now, 500 years from start, America’s 
interior has railroads and tank cars and moves kerosene 
200 miles a day for one cent a gallon, but the Chinese 
still lug their oil on the end of a stick 100 miles in ten 
days at ten cents a gallon. Chinese coolies draw a dime 
a day and walk; American railroaders get $8.50 a day 
and ride. It is a matter worth looking into. 

How is it that in America we pay such high wages 
to everybody who works, get so much better and faster 
service and yet, obtain it at a mere fraction of the cost 
paid in other lands? I studied it by a process of elimi- 
nation. 


DISCARDED GUESSES : 

Was it because China was an old country; worn out? 
Could it be because China’s land was eroded away, its 
forests hewn down, its coal and iron and oil exhausted? 
The answer was always, “No.” China’s soil is fertile and 
well watered. There are forests, untouched veins of ore, 
unexploited and (in some cases) tested oil land. China 
has everything and does nothing about it. 

Was it because the Chinese people were poor and 
stupid and lacking in ambition? Again, “No.” The 
Chinese are naturally as smart as anybody. Some of 
them have proved their business ability by building up 
huge fortunes in other countries. Besides, acquaintance 
with a few Chinese will convince any person from the 
western world that they yearn for improvement. They 
like the things we like and wish for a chance to procure 
them. 

There are great opportunities in China and the people 
who live there see these opportunities and let them pass. 
Why? Simply because they don’t dare invest their money 
in anything. The economic system is such that both 
bandits and government rob business. Capital hasn’t got 
a chance. Under the local war-lords, whose tenure is by 
force, it is a government of grab. If a wealthy man, or 
an association of well-to-do men, or a rich corporation of 
small stockholders invests money in something, it’s gone. 
They lose it. The rulers take it if bandits don’t beat 
them to it. Private business on any new scale, as soon 
as it prospers, is confiscated. As a result nothing pros- 


pers. 


RAILROADS vs. COOLIES 


Capitalists in the United States have invested sums in 
railroads that add up to $25,000 per railroad employee. 
Consequently our railroaders ride at work and live well 
at home. A common carrier in China is a coolie. Invest- 


240 








ment in equipment is about ten cents each for a 
bamboo pole and some strong cord. The Wage scale ig 
ten cents aday. The worker only exists. 

Most adult Americans would sooner die than exchange ' 
lives with a coolie. The average Chinese has one chance 
in five to survive infancy; one chance in 600 to own an 
automobile if he lives to be grown. There is no incen- 
tive in China; no reward for working, no advantage in 
thinking, no point to saving, no percentage in iny 
and no advantage in inventing. So we have railroads 
and the Chinese have bamboo poles and stone bruises, 
and there’s nothing they can do about it. 

With big investments in rolling stock, road bed, te. 
minals, etc., the American workman is able to move such 
a quantity of freight at such high speed that he cap 
earn good wages in spite of low rates. Had the Amer. 
ican workman only a 10-cent investment, such as the 
coolie, he could accomplish no more, and earn no more, 
It is the facilities provided by the investment that makes 
the difference, the entire difference. 


A BROAD PRINCIPLE 

The rule’s application is not limited to transportation, 
The average Chinese farmer cultivates only a few acres; 
often less than one acre. His total investment in tools 
is only a few dollars. Crops are planted, cultivated and 
harvested by hand. Nearly all of a farm’s production 
is required to feed the farmer and his family. There is 
very little left to sell. No surplus to exchange for cloth- 
ing, furniture, or better tools. 

In America we have an average investment in tools of 
$3,000 per farmer. Counting the value of the land, farm 
investment averages $6,000 per farmer. With good 
tools, each workman of the soil cultivates 50 to 400 
acres. He can’t eat up a modicum of what he raises. 
The surplus is exchanged for improved equipment and 


learning; for automobiles, refrigerators and radios; for 


dress suits, jewelry and oriental rugs that a Chinese 
family spent their lives weaving. With an investment 
like the Chinese enjoy, American farmers would till few 
acres, have little or no surplus and do without practical- 
ly everything—even health. 

American farmers do not work as hard as Chinese 
farmers. The investment in tools makes the difference. 
But the difference is too great. Let’s look beyond the 
Orient. China has almost no industry, but Europe pro- 
vides a comparison. Industrial wages in England are 
only half of what they are in America. Continental 
Europe pays about one-third, and Russia only one-sixth 
of American wages. The reason is that men can’t long 
be paid for what they don’t produce and European 
workers, lacking adequate equipment, do not produce. 
Besides they have to work harder than American work- 
men. 

Yet American workmen produce twice as much per 
man-hour as English workmen, three:times as much a8 
Continental European laborers and six times as much 
as Russian workmen. The important question is: Why 
do American workmen produce twice as much, get paid 
two-to-one, and live twice as well as English workmen 
or Germans; six times as well as Russian workmen? 
Capital investment is the determining factor. 

(Please turn to page 257) 
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1. Safety First” House Beautiful Editors Florence 
Paine (left) and Marion Gough (right) are hot on the trail of 
flame-proofing processes for fabrics. They’re getting the low-down 
from John F. Taylor, Sales Manager of the Flameproof Chemical 
Co., who agrees that fire-protection should be considered with 
beauty and convenience in planning tomorrow's homes. 


3. Getting down to earth about postwar gardening, 
House Beautiful»Garden Editor Ralph Bailey analyzes the root 
growth of a Madonna Lily bulb with David Platt (left), Vice- 
President and General Manager of Max Schling Seedsmen, Inc., 
New York. House Beautiful knows that a colorful garden can be a 
delightful frame for the home of tomorrow. 


Lo 


Qe Light is thrown on postwar living through the study cf 
postwar lighting itself. House Beautiful Editor Frances T. Heard 
discusses lighting advances with Marshall D. Nutt (left), Sales 
Manager of Ivan T. Johnson Co., national distributors of Louver- 
plas; and William F. Rooney, Supervisor of Lighting Products 
Styling for Sylvania Electric Products, Inc. 


A, Star-gazing has no place in House Beautiful’s plans for 
postwar living. So House Beautiful Editors do constant legwork 
tracking down every lead about new products and developments. 
M. M. Miller, of Miller Metal Products (right) , tells Editor Eliza- 
beth Gordon about his company’s blueprints for the future, while 
Designer Lurelle Guild smiles approval. 
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HOUSE BEAUTIFUL 





@ This pin and earrings simulate the drape and 
sheen of rich satin. Of gold-plated sterling, topped 
off with large imitation pearls. The pin sells for $63 
a dozen, and the earrings for $24 a dozen. From 
Jay Kel Jewelry Co., 307 Fifth Ave. N. Y. 


@ Hand-wrought silver bracelets by Mexies 
craftsmen. One sells at $7.50; the other 
$10.50. Imported by Quon Quon Co, j 
South Los Angeles St. Los Angeles, Gg 


@ This modern flower pin, left, of pink | 
plate on sterling simulates a real orchid. — 
retail at about $8.00. From R. M. Jordan, 
Company, 303 Fifth Avenue, New York, N.” 


@ Cuff-link earrings in 10K gold for 
pierced or unpierced ears; $4.50 for the 
former and $5.25 with screwbacks. From 
Walter Lampl, 608 Fifth Ave., New York. 





@ Hand-made spray pin, above, de 
signed by Battani, of mother-of-pearl 
in gold-filled sterling. From House of 
Treasures, 114 East 32nd Street, N. Y. 


@ Leaf pin and earring set of gold- 
plated sterling set with vari-colored 
stones to retail at $8.95 for the set. 
From B. Fox, 20 West 47th St., N. Y. 


@ This hand-wrought flower pin, left, is 
fashioned of gold-plated sterling with 
simulated pearls. To retail at about $15 
in a display box. From the Attractive 
Novelty House, Inc., 303 5th Ave., N. Y. 


See” Sigh 
SUI AMES Te” Oates Lats « 


4 
a a a 
@ Sized for the tiny girl is this necklace Pop dow?” 
and brepiet. -* of wey eon . 
with a sterling silver clasp. !t may be —s ~~. 
retailed for about $6. Eom Bacton PF Prema? d 
Jewelry Co., 353 Fifth Ave., New York. 
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Gls WILL NEED WATCHES 


(From page 186) 


watch today, whereas the normal ownership of watches 
among adult male civilians is about 80 per cent (see 
“John Q. Public Buys a Watch” —published in the June, 
July and August, 1940, issues of JC-K). 

To quote again the reports from the front lines: 

“Everyone who didn’t have a watch wanted to know 
how to get one.” 

“It is obvious that a watch is one of the most desired 
possessions in this army.” 

“Universal comment on all watch-less GIs on finding 
out that a survey was being conducted was ‘Tell ’em to 
send me a watch, willya?’ ” 

No the jeweler need not fear that the demand for 
watches in the past two or three years is going to mean 
a saturated market when the war is over—especially not 
among the millions of men who have been wearing Uncle 
Sam’s uniform. On the contrary, he can count on a good 
volume of business from this direction. 

Meanwhile, some data as to the types of watches now 
owned, and how, when and where they were acquired 
may be of some interest. 

Most of them were acquired either at the time of 
entering service, or since. Because we left it to each 
man to work out the details of his own survey, and each 
compiled the information on this point on a slightly 
different basis we cannot present consolidated figures for 


the two areas, but both reports point in substantially th : 
same direction. 

Of the soldiers on Guam who have—or had—wate ‘ 
29 per cent already owned that watch before dor 
uniform. Fourteen per cent got them at the time g 
entering the service—mostly as induction gifts, and 
remaining 57 per cent acquired them after that time, 

In the European survey, approximately 60 per ee 
have owned their watches one year or less, which of 
course is more recent than those men have been in yw 
form. There are not many pre-war watches left in ‘ 
army. 


MOSTLY OF SWISS MAKE 
Partly because the greater part of the tickets haye 


been acquired within the past year or two, when Ameri- | sib 


can-made watches had almost disappeared from the mar | 
ket, the great majority are of Swiss make—79,g per 
cent. 

One of the Swiss watches, incidentally, was German 
cased and described by its present wearer as “a sort of 
gift—involuntary on the part of the previous owner, 
who had stopped talking—permanently—a short time 
before.” “‘Details of its history,” our reporter adds, 
“are perhaps best left unexplored.” 

In somewhat the same vein, a soldier on Guam an- 
swered the questions in this fashion. 

Q. American or Swiss? 

A. Neither—Japanese. 

Q. When acquired? 








Going to play a great part 


Brilliant golden-hued Dirilyte flatware and hollow-ware will play a great part in 
postwar table settings. The thousands of letters we are receiving from the public 
testify to this. To stock Dirilyte will be to stock merchandise with a powerful new 
Dirilyte is not only 
very beautiful, but very practical. It is a hard, scratch-resistant metal that is solid, 
not plated. Make your plans now to stock Dirilyte as soon as it is available. 


For full data, write to: AMERICAN ART ALLOYS, INC., KOKOMO, IND. 


attraction, embodying a new conception of color for the table. 


Golden hua 
Dirilyte 
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zx — Our Yuletide Wish -- 
= : THE ARRIVAL OF THE DAY WHEN 
0A ee THE WORLD WILL AGAIN ENJOY 


(3B Jeary | on Earth, Good Will Coward Moen 
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Member of American Gem Society 


SS cnurcn & COMPANY | 


Manufacturing Jewelers 
336 Mulberry St., Newark 2, N. J. 


SSS SS... Sa = —ES= 


ne 24K Gold Plate on Sterling 

ver Sprays, set with colored 

ones of best quality. Workman- 
ship and finish unsurpassed. 


Sold thru Wholesale Jewelers only. 
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We wish-the Trade a very Merry 
Christmas and a Prosperous: 
New Year, | 


JEWELRY. COMPANY 


French 86 Page Street, 1 Providence, JR. I. 
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GREETINGS 
TO THE JEWELERS 
OF AMERICA! 


* 


Barbara Bates Salutes You For Dour 
Support and Cooperation in the 
Momentous Dear of 1944 











Manicure Kits 
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of the Future 
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May 1945 Bring Peace, and With 
Tt The Promise of a Better Future 


Jewelers from coast to coast tell us they can count 
on Barbara Bates for top quality products even today. 
It is good to know this for we at Barbara Bates are 
bending every effort to maintain our traditional high 
standards of quality in these difficult times. We are 
especially appreciative of the jewelers’ attitude, for it 
‘gives us even greater incentive to produce our usual 
high-quality Barbara Bates gift kits. 

As war-time restrictions are lifted, and when pro- 
duction returns to a peace-time schedule, we will 
continue to justify American jewelers’ faith in us. 
Today, as always, Barbara Bates works to create the 
best in fine manicure gift kits. Jewelers of America 
can continue to look to Barbara Bates for the newest 
ideas and most superb craftsmanship which has made 
our name a byword over the years. 


Barbara Bates 


366 FIFTH AVENUE, NEW YORK 1, N.Y. 


FACTORY AT CHESTER, CONN. 








A. In combat. ee Bay 
Q. Was it a gift? 

A. Yes and no. 

Q. What was the occasion? 

A. Sudden demise of a Jap sniper. 
Incidentally, this soldier then sent his good Amerie 
watch back home for safe-keeping. $ 

Method of acquisition proved to be divided almost 
equally between gift and self-purchase—50,8 per cam 
had been bought by the wearer themselves, while 49.9 
had been received as presents. 





VERY FEW PURCHASED AT PX STORES 


In view of the high percentage bought by the soldiers 
themselves, and the fact that most of the purchases wer 
made after the men entered the army, jewelers may he 
surprised to learn that the number bought from po | 
exchanges proved, contrary to frequently expressej ( 
opinion, to be almost negligible—3.9 per cent. Ap. 
parently the amount of business diverted from civilian 
jewelers by PX stores is much less than is gene 
supposed—at least as far as watches are concerned, 

The soldier seems to carry over with him from civilian 
life the conviction that when he wants something as im- 
portant to him as a watch, he is better off by going t) 
a reliable jeweler in whom he has confidence—anothe 
encouraging omen for the future if the trade will con ‘ 
tinue its efforts to build and hold that esteem. 

All in all, jewelers have every reason to look for 
ward to the future of their watch business with con- 
fidence in themselves and in their honest merchandise, 








TIMELY MERCHANDISING KEY TO GROWTH 
(From page 188) 
advertising budget despite merchandise shortages. “It 


keeps up our name against the time when there will be 
all kinds of jewelry in stock once more,” says Harry 








Post wor plons of Mexic Bros. call for enlarging their 
present store with addition of the adjoining building. 


Mexic. “In addition, it helps us sell the things and set 
vices we have today. Right now, it’s helping bring 08 # 
whopping big repair business.” 

Following these rules, and plowing back every dollar | 
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July or January — our friends and cus- 
tomers have been displaying the 
“Christmas Spirit’ during every trying 
month of this year. It’s a spirit of 
patience, cooperation and understand- 
ing — a spirit that makes doing business 
with you a pleasure in spite of many 
problems. Thanks sincerely — and a very 
merry Christmas to you. 





WHOLESALERS 


BALTIMORE-1.MD. 
EASTON WATCH IMPORTERS 
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|Seventy Years Ago—dAs Today 


Gold jewelry and "S & C" Smith and Crosby were the standard of quality. 


STANDS ~ , . 
, ’ ESTABLISHED 









of WEAR 
FINE GOLD-FILLED JEWELRY . 


We are giving our customers fair treatment under present conditions, although 
we are handicapped by limitations in metal and a labor shortage. In post-war days 
“S & C” Smith and Crosby gold-filled jewelry will be carefully manufactured in 
the high standard of quality which the jewelry trade has learned to expect. 
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¥%& Waldemar Chains 
%& Neck Chains 

¥%& Lockets 

% Crosses 


% Watch Attachments 
%& Identification Bracelets 


% Baby Jewelry- 
% Anklets 





Gold-filled metal used as manufactured by 
the Gold-filled and Rolled Gold Plate Mfrs. 


ri - 1. SEGAL 93 Nassau St., New York 7, N. ¥. 
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LABORATORY REPORT 


on the Watertightness of 


RACINE WATCHES 


RACINE WATCHES feature 


* 15 Jewel GALLET Movemert 
* NivaRox Hair Springs and 
Glacidur Metal Balances 


IMPORTANT 


Since uncontrollable conditions 
make it impossible to meet the de- 
mand for Racine watches we ask that 
dealers be patient until a more nor- 
mal situation permits our usual 
service to customers. 





JULES RACINE & COMPANY 


20 WEST 47th STREET, NEW YORK 19, N. Y. 





more than doubled. 





of profit into the business, Mexic Brothers soon a 
the first small office. The shop moved to a larger be 
with greater facilities and stock. From there, the 
smart merchandising soon carried them to an Up-to-date 
store in a top location on Carial Street. Selling zs 
there covers three busy floors. 7 

Like every other jeweler, Mexic Brothers jg selling 
whatever merchandise is available today, and look. 
forward to the time when their shelves wil] again by 
full. . 

“Costume jewelry,” Harry Mexic reports, “sells 
as do silverware and watches—when they are ayaj 
There is a terrific demand for watches, particularly wate. 
proof, shockproof watches from military personnel sta. 
tioned hereabouts and we just can’t keep up with it.” _ 

Repair service is a big Mexic Brothers business-getter 
The store runs extensive advertising plugging it. Three 
and four times weekly, newspaper ads appear 
readers to have their watches and jewelry put in order, 
In addition, Mexic Brothers goes on the air with fom 
announcements daily, over two stations. 

“We've found radio advertising during daytime houy 
effective in reaching repair prospects,” says Mr. Mexie 
“Most of them are women, and daytime is when many 
New Orleans women tune in their radios. 

“The two media together have done 4 swell job. “We're 
swamped with service calls.” 

After the war, Harry and Perry Mexic are planning 
big things. Their store will continue to mushroom. Pre 
ent location affords them three big selling floors, but 
even that, says Harry, is becoming cramped. 

The brothers have taken an option on a larger buili- 
ing located next door. After the Armistice, when labor 
and materials for building cease to be scarce, they in 
tend to use both buildings for the store. They will knock 
down walls and build’ facilities, to make it one’ of the 
largest jewelry shops in New Orleans with selling space 




































MORE ABOUT ELECTRIC TIMING MACHINES 
(From page 192) 


the volume on the Watchmaster. Place the volume all 
the way over to the right and leave it there. 


WHAT ABOUT IMPULSE? 


You see we know a great deal more about the escape 
ment of a watch than we ever knew . . . we know mote 
about its actual functioning. or instance, when 4 
watch is in both static and dynamic beat, the impulse 
pallet is not on line of dead center between balance and 
escape wheel when the tick action takes place . . . but 








iif 





a little past this line towards the discharge or exit side. 
To shift this impulse towards the discharge side you 
move the collet in the opposite direction. Impulse is the 
angular motion of the pallet caused by the escape wheel 
tooth before locking . .. and of course “lock” is the time 


the escape wheel tooth is locked on the pallet until t | 


releases .'. . the slide is the distance that pallet stone 
moves beyond the “lock.” Draft or draw prevents 4 
“dead center” by keeping the: fork lever against the 
banking pin all the time the pallet is not engaging the 
roller jewel . . . and then “drop” is the space betwee 
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ea 14 KT. GOLD and HEAVY GAUGE STERLING SILVER Bee es 





Be s 
SERVICE PINS | eExEEe 






% with safety catches % red, white and blue hard-baked enamel 
STERLING SILVER 14KT. GOLD 

1, 2, 3 star pins with insignia*....doz. $12.00 (pin, joint and catch sterling) 

1, 2, 3 star pins only............. * 7.20 {, 2; 3 oder ples daly. <<a: doz. $33.00 

: ree capi Serabenes de Peoce's = peg 4 star pins only.............. ie 42.00 

» 6 star pins only.............. wot OP & £6 her ole he! " 54.00 

Gold Star Pins only.............. ¥¢ 12.00 ae ee oe 


*insignias Available for All Branches of Service 





UNITED NATIONS FLAG BRACELETS 


IN STERLING SILVER 
Hard baked enamel flags are exact replicas in color.... $45.00 doz. 


NON-COM ARMY SEABEES PIN 

PINS STERLING, GOLD-PLATED 
safety catches, all ranks, PFC safety catches, blue enamel 
$6.50 doz.; Corp. $8.00 doz.; Corp. doz. $18.00 


T $9.50 doz.; Sgt. $10.50 doz.; sgt. 
T $11.50 doz.; Staff Sgt. $12.75 doz.; 
Tech. Sgt. $14.00 doz.; M/Sgt. 
$15.75 doz.; Ist Sgt. $16.75 doz. 
Terms net F.O.B. New York 


Please send check with order to hasten shipment or C.O.D. 


OLYMPIC TROPHIES CO. 00 NASSAU ST. NEW YORK 7, N. ¥ 























Victor 5 


for good service everywhere 


LAND — SEA — AIR 
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Watch for notice of the return of the 


world famous Victor & Victapen 


convertible sets. (U. S. and foreign 
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. THE U. S. eae 
FOUNTAIN PEN CO., INC. 


225 Lafayette St. New York 12, N. Y. 
Established 1915 


(Trademark registered U. S. Patent Office) 
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a tooth of escape wheel and the pallet ‘stone from 
the escape tooth passed . . . so this can go on ang 

. and to know just what a record on the W ; 
means we will have to know just what makes a record, ' : 

Then at P.U. we have more pivot friction at that posi 
| tion than any other. That extra friction causes the 

hairspring arcs to be short and naturally reflect g plug 
rate. At D.U. and D.D. the friction is less, so there the 
hairspring arcs will be slower and the rate natural} 
minus. Then we know that it is possible for a hair- 
spring to develop uneven arc values all along over 
period of time then end up with a good position rate g 
the end of the twenty-four hour period. We also knoy 
that the balance when in motion has no equilibriyy 
period, it is never at a full stop .. . if the balance hag 
a correct motion . . . when the bildinte wheel is 45 per 
cent from its finished motion . . . the hairspring at this 
45 per cent reverses its action and is going the opposite 
direction . . . when the balance wheel finishes this 45 
per cent degrees. of drifting, the hairspring picks it up 
and turns it in reverse direction . . . and there ig no 
stop in this action. We know these things, and that ig 
the reason we know when a watch has a combination of 
both static and dynamic beat. 

I can easily appreciate that the better educated writer 
could do a better job than I am doing. . . but because of 
the importance of clearing up these much discussed sub- 
jects that are important to the watchmakers I am most 
willing in my rough uneducated way to continue doing 
every thing I can to help the watchmaker be a better 
watchmaker . . . and to be a better workman he only 


Your 0 y Fi Go ’ ] cy ‘ilver ae mer more about what the functions of a wateh 


filled and plated scraps, in fact | warcHmaxer CAN'T PERFORM MIRACLES 
all forms of waste materials con- If he knows these, the Watchmaster gives him instant 
taining precious metals can be information about what happens . . . and it is this 
; instant information that is all important to the watch- 
turned into cash. : makers .. . they have had enough of the long drawn out 
; trial and error system. If he has instant correct infor- 

7 e e e . . 

mation he has little to worry about what the long drawn 
Now IS the time to invi te out results will be. Every Watchmaster user knows the 
eople who pass r store t rough ugly records he gets on account of external noises. 
P ‘4 Pp : ‘ P bate uEN He knows that very often the record is all spotted up 
br ing in their old gold. That is | ... but he also knows that none of this enters directly in 
the way to make friends and build the path of the record that the watch is making and in 


no way robs him of the real condition of the escapement 
business. Ship your old gold of a watch. These rough records are never an excuse 
: for a watch being out of beat . . . they are never respon- 
direct for sible for the irregular or erratic rate of a watch . .. and 
in most every case he is able to make a very low grade 


CHE CK S THAT SATISFY watch keep satisfactory time. No one can make a watch 


any better than the factory made it unless he spends 


T #H (oye, ee g 8 much time in doing it. Watchmakers are not expecting 
perfection in any sense of the word . . . but they do 


expect all watches to have a foundation that they can 
work to in a reasonable way and give their customer 
satisfactory time pieces. Let’s face the facts . . . if a 


a ‘. “¢ te l &; ie? oe Mera/ ies watch is a cheap unfinished watch . . . let’s stop making 


any serious claims for its time keeping qualities. Let's 


R E F | N ER S MANUFACTURERS for a change give the watchmaker a chance . . . he wants 


WASH TON STREET, CHICAGO - to do a good job on every watch he repairs ... he wants 
to earn a real living wage-. . . he is willing to buy new 











THE JEWELERS’ CIRCULAR-KEYSTONE 












LLL ENE NEE ENE EN NEN ENE ANS NEN NS 
HOLIDAY GREETINGS to all our friends...and remember... 
ALWAYS BETTER VALUES DIRECT FROM PROVIDENCE 
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A-62 Children's Pendant and Chain, | /20 Our line also includes a wide variety of Watch 


12K. Gold Filled. Attractively Straps ¢ Novelty Pins © Pin Stems Safety 
Catches e Earring Backs and all Military Emblems. 
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ee $17.00 doz. 
4 i Other Pendants ..... $12.00-$21.00 Write for Samples and Latest Lists 
f 
t U-2 10K. Gold Baby Ring. Sold in As- 
it M hes sizes only, Carded. Sizes H.L.HIR SH & c 0. 
; $9.00 doz IS3 EDDY ST. . PROVIDENCE3,R. |. 
Ce ee ee : 
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| “Pierced by “Princess” 


To Our Jobbers: Greetings and T. hanks AES 


4 


For your response to our line of pierced earrings this year... 
And for that steady stream of reorders ... Having faith in our 
items, we anticipated so as to serve you quickly ... And we'll 
continue this policy. 

If you are one of the jobbers who didn’t see our 


samples, we're sorry! We were too busy to cover the country 


: a ag ae ae ae ae ae a 2 


thoroughly. : 1 
Princess Jewelry Co. 


L. S. MARKS. | AME oy a ememD WW & 
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Still Ser ying !: 
With ComPLeTe SATISFACTION 


We still offer you the largest clearing 
house for the Jobbing Jeweler’s needs. 
_ We will continue to supply our accounts 





with new merchandise and ideas. 


Complete stock in gross lots: 


SPRAY PINS PEARLS 
EARRINGS CROSSES 
LOCKETS RINGS 
BRACELETS BABY JEWELRY 


Also—Solid gold pierced earrings, 
mountings, etc. 


Consult us for buying propositions 


‘““Serving the Jobbers 
from Coast to Coast’’ 


As ever at your service 
JERRY L. SUTTON 
BERNARD BERFOND 


Wé specialize in spray pin and earring sets 


in sterling, boxed from $60. to $120. a dozen. 


We will be pleased to assist you in any way 
to help make your visit while in New York 
more comfortable and profitable. You are 
free to make our offices your headquarters 


during your stay. 


JezepeL JEWELRY CoMPANy 


JERRY L. SUTTON BERNARD BERFOND 


Br. 9:9559 
* Lo. 3-5839 


NEW YORK 19, N. Y. 


Tel 


w 


55 W. 47th ST. 


























a : 









tools . .. he is willing to spend nights trying to know 
more dank his work . . . so for a change let’s don't, 
pect him to do things the factory failed to do. The! 
watchmaker is very willing to assume his respongihj 
as a repair man... he is not responsible for m : 
watch. I try to see that every Watchmaster user oa, | 
all the information I can dig up and give him, . 93 
I get a world of satisfaction out of knowing that hu. 
dreds and hundreds of watchmakers that I have work | 
with do get wonderful results. These fellows know hoy | 
to repair a watch . . . they know about the records they 5 
get ... all they are interested in is that they are not ty 
be expected to remake a watch. Let’s let the wate * 
maker know more about the way the watches are 7 
. let’s help him with advanced information that 
help him prepare for any thing he needs to take cred 
all makes of watches. 

“Take, for instance, the automobile .. . m 5 
that are to repair and keep these cars in order are :| 
only given information about changes that are made 
but actual training as to how to take care of te | 
changes . . . we want every user of the Watchmaster 
know all we can tell him about # .. . it’s just like my 
other piece of equipment... you mut know how to age” 
it... and just because factories find it ampraiae 
make hie that make good Watchmaster records . , 
let’s don’t try and wish all this back on the watcha 
and try to tell him that the trouble is either in the 
Watchmaster or he don’t know what he is doing. 


Here in St. Louis in the Ozark Bldg. at 10th & Pine 
we have a study room .. . and daily demonstrations . .. 
and special evening classes. Every watchmaker in the 
United States is welcome to come and join any class he 
likes . . . stay as long as he likes . . . and there are no 
charges of any kind or nature. This is not a watch 
makers’ school or college; it is not to teach bigce: 

. it is to help any and all study groups .. . guilds 

. or special classes. It is for you to know more about 
the Watchmaster . . . and when you know that, you know 
more about the art of rating watches to required posi- 
tions. 















FUTURE PLANNING FOR SILVER DEPARTMENT 
(From page 232) 


desired. In the sketches, we have suggested several ’ . 
variations of this arrangement, including detail drawings § 


of a very practical display fixture which combines 4 
flatware display table and a chest “merchandise.” This . 
fixture is so compact and practical and, used either singly | 
or in double units, solves the problem of flatware display | 


for so many different types of stores that we intend & § 


have it made in quantity and available for sale as soon — 
as materials are available. ! 
A rather new suggestion for displaying flatware a 
background of individual pads each showing a knife, 
fork and spoon of a different pattern, arranged in the 
back of a shallow wall case. To be fully effective, such 
a display should be easy of access, so the customer can 
walk up close to it, and, therefore, it should not be shut” 
off by a fence or floor case. It is best adapted to use # : 
a narrow store, wide enough for floor cases on only om 
side, and in such a store it is a valuable space saver: 
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Sterling Silver 


Popular Price 
Retailers 


Sold in Tray 
Assortments of 
2 dozen in Sizes 5-7 


Place your 
orders with your 
wholesaler NOW 
for 1945 delivery 


Also available in 10 
Kt. Gold. Made un- 
der U. S. Patent 
#2220408 


W & R JEWELRY COMPANY, Inc. 


Manufacturers of the Babette Line ATTLEBORO, MASS. 


with 2 Kingslen Machine habs 


ou can Stamp 
ib 
F Names or Monograms 


1p FATHER GOODS 
ASTIC GIFTS 


Two lovely patterns ... both historically correct 
. authentic in detail—superb in execution 


FRANK W. SMITH, INC. GARDNER, MASS. 
SILVERSMITHS FOR OVER HALF A CENTURY 


EDWARD 
vi 





“te be Fags 
“Th ° WRITE FOR DETAILS 
{OLLYWOOD 


NGSLEY Gold Stamping Machine Co. 8, CALIF. 
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“ERA WATCHES+ON TIME THE.WORLD OVER" 


ERA WATCH CO. i. 


C. RUEFLI-FLURY & CO., BIENNE 


ARTHUR BAUER U. S. Representative 
48 West 48th Street, New York 19, N. Y. 
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In some stores where traffic is unusually heavy, there 
is a feeling on the part of the management that seat 
a customer uses too much selling time. While we ques. 
tion whether it is not worth the time in better sales 
results, and we doubt that fast selling is an important 
factor in most stores, it still should be no great handj 

to showing flatware well. An ordinary “stand up” flog, 
ease can be fitted to show flatware samples on pads in 
the same manner as a “sit down” flatware table, and an 
open display type of fixture can be used for showing g 
large selection of chests of plated flatware. You wij 


find sketches in this book of several such arrangements, 


The twenty sketches shown are presented to suggest 
various ideas for the layout of a silverware department, 
which we believe to be practical and sound. They dp 
not present to be accurate in detail, nor perfect models 
which can be adopted in their entirety. They contain 
useful ideas, however, which we hope will help yon in 
planning a better silverware department. 

The sketches were made by our own artists, and from 
original material by Carl Conrad Braun, New York 
architect and store designer, after an extensive study of 
many silverware departments conducted both by our own 
staff and Mr. Braun. 

It should be added, however, that we do not operate 
an architectural service in store design, and are not ina 
position to furnish plans or layouts to fit specific prob- 
lems of individual stores. 


EASILY CORRECTED FAULTS IN SILVERWARE DEPARTMENTS 


Color schemes that lack harmony. 

Inadequate lighting, robbing silver of its natura 
beauty and brilliance. : 

Old fashioned, out-of-date counters and wall cases. 

Poorly located and inadequately identified depart- 
ments. 

No dramatic showing of new patterns or feature items. 

Merchandise poorly arranged. 

Merchandise handled roughly and without respect, 
thus reducing value in consumers’ eyes. 

Forks and knives used as props to hold open covers of 
chests. 

Display tables used for coats, hats, pocketbooks, etc. 

View of silver department obstructed by tall inter- 
vening cases or by merchandise on top of cases. 


Too little distinction between sterling and ‘silverplate 


in department display. 
. Allowing silver to become tarnished or dusty. 
Adjoining tables that feature values unassociated with 
silver. 
Silverware display pads of material out of harmony 
with surroundings. ’ 
Insufficient tie-up to magazine and radio advertising of 
nationally known brands. 


Juvenile silver spot not usually included in silver 


department. 

No chairs at all or not enough chairs to permit eu 
tomers to be comfortable while making selection. 

Not enough use of place settings and table settings. 


LIGHTING g 

There are several types of lighting which can be used 
successfully in‘the department, but a combination some 
times works out best. 
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“MR. JEWELER:- 
YOU CAN 







MAKE MONEY! 


AGF They're 
Hard-To-Cet, 


E HAVE PLENTY — But 
COME—FIRST SERVED 









W 
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Genuine reconstructed ruby, nice'y 40 pt. perfect zircon, white One Ruby and one zircon ‘ 

mounted on white gold with 10 gold mounted on heavy 10 on 10 carat gold band... White Topaz, % carat, 

carat solid gold shank, accom- carat yellow gold band... $12.50 Keystone. peer | mounted on x 

panied by two zircons ...... $19 Keystone, . band . 

$22 Keystone. . $12. 00K 
Also a complete line of costume jewelry, leather straps, earrings and miscellaneous leather goods. IMMEDIATE SHIPMENT 
MID-CONTINENT JEWELRY COMPANY 
402 - 6TH ST. N.W. — MANUFACTURERS — WASHINGTON 1, D. C. 

















BABY IDENT. BRACELETS 


ites, seacnare eon FOR HONEST RETURNS 


G.F. carded 13.50 Doz. net 
BABY STONE RINGS 
10K pop. colors 15.00 to 27.00 Doz. net 


CHILDREN'S STONE RINGS 
10K for ages to 12 years 27.00 Doz. net 
JUNIOR MISS RINGS S W = & Fe S 
8x6! simulated birthstones 10K 3.50 each net 
Also baby lockets, crosses, bracelets, bands, diamond rings. 
Send for Special Circular ss i 4 | N G S 
Paul Murray Co. SC R Ae 


PLATINUM 








R. P. GALLIEN GOLD 


220 WEST FIFTH ST., LOS ANGELES 13, CALIF. 


TOOLS AND SUPPLIES JOSEPH B. COOPER & SON 











COMPLETE LINE 
PLASTIC JEWELRY — DISPLAY FIXTURES 





FACTORY: , 
BROOKLYN, N. Y. NEW YORK CITY 














Write for Free Catalog 
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No. $ 277 — Ladies’ cluster 
ring. New, exquisite de- 
sign. Set with choice of , 
synthetic or genuine stones, 
14-carat gold mounting. 


No. 1434 — Massive mon's 
ring set with simulated 
stones, ruby, garnet o¢ 
sapphire. In 10-carat. 
i Your investment pays all ways when 
i you stock up with Leif Brothers’ rings 
4 for men and women. Profit in mark up 
; and volume of sales: profit in prestige 
as headquarters for rings that are such 
good values because they are so high in 
style and quality. and low in price. You 
can always bank on Leif Brothers for a 
handsome return on your investment. 
Samples shipped on memo: free news- 
paper mats of rings illustrated. 





ESTABLISHED OVER A QUARTER CENTURY 


see LET Fenott 


2 WEST 47 STREET » NEW YORK 19, N. Y. 
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For show window lighting a2 mixture of flaorescent | 


and mazda will give the best results. Mazda lighting 
introduced for spot lighting creates the necessary dra. 
matic brilliance. On the other hand, fluorescent lighti 
tempers the light and gives a daylight effect. A com. 
bination of both in a window or shadow box will bring 
out the finest characteristics of silver. 

Lighting in a silverware department is extremely im. 
portant. Even with modern wall cases and counters ang 
modern layout, a poorly lighted department will lack the 
atmosphere and importance it deserves. 

For general illumination, fluorescent is best, especially 
if the fluorescent tubes are in fixtures behind glass. [If 
possible, light should be concentrated over counters, 

Hollowware is usually displayed in wall cases behind 
glass doors and in fluorescent shadow boxes and windows, 


| Displayed in this manner it creates a feeling of value. 


lor closer inspection, some pieces can be placed on open 
tables. A concentrated spotlight on a table will bring 
out the natural charm and beauty of hollowware. Addi- 
tional maintenance may be necessary, but it will be well 
worth the trouble. 


| COLORS PLAY IMPORTANT PART 





Neutral colors are always appropriate. Where wood 
is introduced in the walls and floor cases, the tendency 
should be to natural finishes such as light oak, walnut or 


| some of the bleached woods. 
Taste varies greatly in the selection of background ‘| 


colors, but for distinctive character, it is wise to intro- 
duce gray to most colors . . . gray blues, gray greens, 
etc. Soft, warm colors are most satisfactory with silver. 
The lighter colors create the illusion of increased size, 
and restraint, and are high in quality appearance. 
However, black and white can occasionally be used for 
a concentrated small display under a strong spotlight, 
when featuring a pattern or a piece of hollowware, ete. 


OTHER.SUGGESTIONS 


It is well to keep the flatware close to eye level. If 
displayed only in chests in wall cases, the lids must be 
kept open. The arrangement and color should have eye 
appeal. Since the detail of flatware design is usually 
fine, it can best be seen in a flatware display table de- 
signed .to hold individual pieces. Selling from the flat- 
ware table where the pattern is chosen allows the cus- 


tomer privacy in her choice, with a feeling of comfort 


when she is seated. 

A carpet or rug also adds to the quiet individual atmos- 
phere needed in some departments. 

Also desirable is a table completely set, following the 
seasons of the year. This will introduce flatware, hollow- 
ware, gift items, service plates, fine glassware, linens, ete. 

Cases that are placed in the open, not against walls, 
should be low to give the department a free and spacious 
appearance. 


A special flatware display table is desirable for the | 


display of patterns on pads. Each pad could contain 


place setting pieces or perhaps just a knife, fork and | 


teaspoon of all patterns carried by the store. 
The back of the case should have drawers for stock. 


The customer can be comfortably seated in front of this | ' 
table and the sales person in back. In some instances the | ™ 
table may show china with the silver as ‘a place setting. J” 
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100 MILES FROM PAK-HO! 
(From page 240) 


higher pay and higher standard of living. 


| thus speeding up the worker’s production. 










times the earning of men who use the still cruder tools 
' familiar to continental Europeans.- The average Amer- 
| ican worker has increased his income nearly 300 per 
Feent as a result of capital invested by the American 
industrialist, while the capitalist himself gets only a 6 
/ percent return. The average is even less. 

Under the American system, labor benefits more from 
the capitalist’s investment in industry than does the cap- 
italist himself. In other words, capital is labor’s bene- 

' factor—a friend without which American labor would be 
‘living on European standards—yes, without which all 
‘labor would be living on the standards of China. 

The poverty of China continues even until now be- 
tase the war-lords who have ruled its provinces for 
decades have provided no security for private invest- 
ment, have not even permitted such security. 

In Europe there is stability, to be sure, but lack of 
freedom. Individuals invest with caution, not without 
government approval, as a rule. The result is that good 
hols, improved methods and new enterprises come slow- 
ly. Low investments mean curtailed production, limited 
incomes and low living standards. Any move against 
invested capital is backward in America’s path of unique 

} progress, and the trail ends 100 miles from Pak-Hoi. 


(Copyright 1944 The Institute of Business Economics) 


CORRECTION—THORNE SOLE OWNER OF FINLEY'S 





In an article published in the November, 1944 issue 
# Tue Jewerers’ Crrcucar-Keystone, it was stated 
that Finley’s Credit Jewelers in California, is operated 
iby a partnership of Larry Finley and Robert Thorne. 
| This was formerly the case, but Mr. Thorne is now 
the sole owner, having bought out Larry Finley’s inter- 
}%tin the spring. The article had been written before 
the change took place and the fact that a change in 
} nership had since occurred was not known in this 
} Our apologies to both Mr. Thorne and Mr. Finley. 
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| The average cash investment for each American work- 
er in industry is $6,000. This investment provides, on 
the average, six horse-power of installed and motivated, 
mechanical equipment for each employee to use. It is 
this capital investment which makes the higher man-hour 
production possible and justifies the correspondingly 


Seldom can the workman himself furnish this $6,000 
investment. Some investor (capitalist) puts up the money 
in the hope of getting greater yield from superior tools, 


Some people say that capital is tle enemy of -man- 
kind; and capitalists can succeed only by exploiting 
Jabor and oppressing the poor. The theory is false. 
Compare what capital and labor receive from an aver- 

investment in American industry. According to the 
best available figures, stockholders received 4 per cent 





Dennison Jewelry 
boxes are made at the 
modern plant at 
Marlboro, Mass., pic- 
tured above. Insert 
shows the old Denni- 
son Homestead 
where Box No. 1 was 
made by hand. 


to 6 per cent on such investments over the past ten years. 
Wages, as a result of this same investment, have doubled; 
dimbed twice as high as the English standard, three 


















Now Jewelry Boxes by 


Dennison 
Have Been Made for a 
Full Gentury 


When the Dennison box business had its 
start the current calendar read 1844. The 
plant consisted of a workshed.:And the 
complete equipment inventory read: “One 
cobbler’s bench, one set of cobbler’s tools.” 


The main Dennison asset was a sound idea. 
Work began on the premise that Dennison 
could make a better paper box for the jewelry 
trade than: the imported merchandise on 
which it then depended. 


That Dennison idea of making the best pos- 
sible jewelry box is still a guiding thought 
at the plant today. A modern building, with 
much of its equipment designed and built 
by Dennison, turns out a complete line at 
Marlboro, Mass. Despite wartime restric- 
tions and the urgent need for supplying 
boxes to the armed forces, production facil- 
ities have been stepped up to assure a rea- 
sonable flow of merchandise to regular chan- 
nels. With the coming of peace, expect new, 
sales-stimulating developments. Dennison 
is already looking ahead into its second 
century of jewelry box design. 


100TH YEAR 
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FRAMINGHAM, MASS. 

































New Giftwares 





————————— 


This console set with its 12" bowl and pair of two-light candle- 


sticks is in the popular “Candlewick” design. 


To 


retail for 


about $4.00. From the Imperial Glass Corp., Bellaire, Ohio. 


Pull purse in fine grain leather, combination bill fold and 
change purse with inside pockets for cards and outer slot 
for removing a bill without opening the entire purse. Comes 
in assortment of colors and may retail for $5.95. Patent 
pending. From Essway Mfg. Co., 26] Fifth Avenue, N. Y. 


Reversible makeup mirror in plastic frame, 
plain mirror on one side and magnifying mirror 
on other, 5!/2" diameter. With jewelite polished 
finish, the net price is $36 a dozen; with satin 
finish, $30 a dozen. From Belmont Plastics Co.., 
8017-21 Melrose Avenue, Los Angeles 46, Calif. 
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"Audubon" pattern in Lamberton China dinner. 
ware—a classic design in the early Chinese 
manner, with a center decoration of colorful 
birds and flowers. Finished with lines and 
handles in fine gold. From Fisher, Bruce and 
Co., 221 Market Street, Philadelphia 6, Pa. 


This six-piece teaset and waiter in gleaming Victorian-style silver- 
plate represents some of the finest in contemporary craftsman- 
ship. The design is the "Queen Victoria." A catalogue of post 
war reproductions of old English designs is now available from 
this firmn—Dodge, Inc., 401 East Sixth St., Los Angeles !4, Calif. 


Alert baby fawns against 
a foliage background 
make up these book-ends 
in Von Tury Art Porcelain. 
Modeled by Leonore 
Nichols, the book-ends 
are in natural colors in 
typical’ Von Tury finish, 
and they are priced at 
$7.50 a pair, wholesale. 
From Herman C. Kupper, 
Inc., 39 West 23rd St. 
New York 10, N. Y. 
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California presents... A GROUP OF EXQUISITELY 
MODELED BIRDS FOR DELIVERY EARLY IN 1945 


These pieces represent the ultimate achievement in American-made ceramics 
and combine perfection in the three fields of modeling, glaze, and coloring. 
The details are actually embossed in the models. 


PHEASANTS wo. 285, no. 286) $18.75 a pair LARGE HERON ove. 2s) $18.75 each 
| PARROTS (No. 283) $22.50 a pair DUCK (xe. 289) $6.00 each 


Available in predominating blue or pink 
| FLYING DUCK (No. 284) $11.25 each HERON (No. 288) $7.50 each 
For size, note scale of inches at left of photograph 
Prices f.o.b., Los Angeles, California. Minimum order $100 Orders will be filled in accordance with date received 


Be sure to see these and our other lines during the pre-season market at 
225 Fifth Avenue, New York, January 8-12 


EBELING & REUSS CO. 


707 Chestnut St. 225 Fifth Ave. 1557 Mdse. Mart 527 West 7th Si. 
Philadelphia 6, Pa. New York 10, N. Y. Chicago 54, Iil. Los Angeles 14, Calif. 
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This 8'' Lucite cigarette container makes an interesting 
accessory for the living room. Ht is priced at $7.90 
wholesale, with delivery from 2 to 3 weeks. From the 
showrooms of Lillian E. Sherman, 225 5th Ave., N. Y. 


New on the market is this cigarette box of hand-tooled 
leather with ceramic tile top—two shapes of boxes in various 
colors and five different fired-in decorations on the tile—to . 
retail at $15 each. Book-ends to match, retailing at $12.50 
a pair. From Little-Jones Co., Inc., 15 West 24th St., N. Y. 


An unusual cigarette container is this Lucite scale, made 
by the California Craftsmen—in clear, pink, blue, green, 
yellow or brown—priced at $5 wholesale. Other new items 
from this concern are trays, mirrors, wall shelves, maga- 
zine racks, tables, dresser trays and picture frames. Dis- 


tributed by Mary L. Schermerhorn, 225 Fifth Ave., N. Y. 





Hand-made, slow-burning candles in two designs, hand- 
carved spiral or raised dot in all colors and sizes. The 16 
polka dot design, $7.20 a dozen pairs; 16" carved spiral, 
$8.40 a dozen pair; 10" Christmas candles, $6 a dozen 
units. From Fanny Morse, 225 Fifth Avenue, New York. 


Four from a group of 10 different designs in English bone 
china cups and saucers, richly decorated with gold and 
enamels. May be retailed for about $8 each. From Ebel- 
ing and Reuss Company, 707 Chestnut St., Philadelphia, Pa. 


These English Staffordshire lustreware pitchers come 
in several designs and sizes—2!/4," at $9 a dozen: 
2%," at $10.80 a dozen; 34/4" at $13.20 a dozen; 
and other larger sizes up to $21 a dozen, with as- 
sortments available at $50, $75, and $100. From 
Tedman Importing Co., 225 Fifth Ave., New York, 
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manner of allocating Everlast products. 


The greatest compliment to American industry’s patriotism is the unprecedented 

- shortage of peacetime goods during this global strife. Everlast, like every other 

ca truly American industry, joined the ranks of Uncle Sam’s Home Front Army as 

. a early as October 1941, halting its own lucrative peacetime production in order to 

1 ie aid in ultimate Victory. Even today, with 75% of its manpower still turning 

out radar, airplane precision parts, and bullet dies, Everlast is an employee of 

Uncle Sam first, of the great American public second. But we know now that 

Victory is in the offing, that peacetime production will soon swing from a current 

25% back to a normal peacetime 100%. Because you, too, are in some way 

part of this great Home Front Army, we ask you to bear with us. Everyone 

cannot be supplied today; proportions of limited merchandise may seem unfair— 

but we are doing the best we can under circumstances entirely ‘beyond our con- 

trol. We know that you, as Americans, will appreciate that. 

; 
0 
0 
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Not every plant in America became a war plant after Pearl Harbor. But that 
doesn’t mean that such plants are not working for Uncle Sam and for the day of 
Victory. Goldscheider, for example, though not. engaged in war production by 
virtue of its physical makeup, has nevertheless performed its part in the all-out 
Home Front drive. Were it not for the rigid observance of Federal manpower 
edicts by such firms as Goldscheider, the war production situation here in the 
United States would have been chaotic indeed. Such patriotic adherence may be 
catastrophic to such a firm’s normal peacetime production, but victories aren’t 
i won on peacetime order pads. This, of course; is the answer to curtailed ship- 
| ments of world-famous Goldscheider ware—a product that will be more speedily 
available when the Flag of Freedom again flies unsullied over all the world. 





| | It makes us very happy to know that 
i our customers feel we are fair in our 


























| . GOLDSCHEIDER— 
d- : 
a EVERLAST 
a METAL PRODUCTS CORP. | ts Be ee 

| ACCESSORIES IN DECORATED METAL “WORLD RENOWNED ART CERAMICS 

i s lalli 

Showrooms: Los Angeles: 
225 Fifth Ave. 5 Russell Morgan 
New York 10, N. Y. ee 527 West 7th St. 
oe 
: : EXCLUSIVE SELLING AGENTS 
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IN FINE 
Tzffin Crystal 


This hand-made cornucopia with its swirl- 
ing lines is generous enough in size to 
serve as a centerpiece for that holiday 
dinner table. And it is equally effective 
with the horn tipped either upward or 
downward. 


No. 6041 — Crystal or Blue 


Lnited States lass Company 
A LLAMAS hip mn Ylars 


A“f~- 


TIFFIN, OHIO 


































































By MADELINE LOVE 


There is no phase of war that can actually be called 
a blessing in disguise, of course. And certainly the gift. 
ware manufacturers would never think of the war-time 
shortages of important materials as a blessing, in or oyt 
of disguise. Yet these very shortages are responsible 
for the development of many a new idea in the gifts 
field—ideas which will unquestionably continue to be in 
demand after the war. Not all of them, one hastily 
adds! Some of the ersatz “gifts” which appeared on the 
scene during these first hectic days of the war are being 
gratefully forgotten by those who made them and those 
who bought them. Time and ingenuity have corrected 
most of those early mistakes, and a happy combination 
of smart thinking and clever fingers has managed to put 
on the wartime market merchandise of enduring value 
which, under normal conditions, might never have seen 
the light of day. 

* * # 

Speaking of new giftwares, the show season is com- 
ing up again, and on another page of this issue will be 
found a calendar of the exhibits scheduled for the first 
three months of 1945. Scattered all over the country 
from Los Angeles to Boston, the shows are expected to 
draw even more attendance than the crowded events of 
the current year, in spite of travel and hotel conditions, 
One of the first will be the 225 Fifth Avenue Associa- 
tion Show in New York’s “Gift Building” from Jan. 8 
to 12, 

The association, formed less than a year ago, inaugu- 
rated its “pre-season market week” last June, and the 
results were so good that they have decided on a semi- 
annual show. Then there will be the Pennsylvania 
Gift Show at the William Penn Hotel from Jan. 7 to 1], 
and later on in the month—Jan. 29 to Feb. 8—comes 
the Chicago Show at the Palmer House and, simultane- 
ously, market week at the Merchandise Mart. George 
Little, manager of the Palmer House Show, announces » 
that he has been informed by a number of manufactur- 
ers who have been engaged in war production, that they 
will be ready with civilian goods in time for the show. 
And he adds the interesting information that some prod- 
ucts which have been missing from the field for more 
than two years—such as lamps and shades, metal serv- 
ing trays, metal book ends, hampers, waste baskets, and 
the like—will stage a reappearance. 

* * # 

Newsettes: The Viking Glass Co. is the new name 
just adopted by the New Martinsville Glass Co., which, 
in recent years, has been producing a series of excellent 
accessories in crystal glass. . . . Russell Morgan, West 
Coast representative of the Everlast Metal Products 
Corp. and the Goldscheider-Everlast Corp., has opened 
new showrooms at 527 W. Seventh Street, Los Angeles. 
... Harry A. Brown, president of Lenox, Inc., for the 
past 25 years, has been made chairman of the board, 
and his son, Leslie Brown, is the new president. 
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OPA Pitehes at Jewelers in Nation- 
Wide Drive to Enforce Ceilings 





“Spot”? Reconversion Will Be Dropped 
If Workers Quit War Jobs. Says Byrnes 


If there’s no change for the better— 
fast—the “spot authorization” program 
of partial reconversion to civilian goods 
is going to be dropped like a hot potato. 
So said War Mobilization Director 
James F. Byrnes late last month. 

The reason, Mr. Byrnes said, is that 
some war production is falling way be- 
hind, due to war workers quitting essen- 
tial war jobs to get back into peacetime- 
type jobs. The percentage of war work 
quitters is high, Mr. Byrnes said—often 
workers leave without asking for a cer- 
tificate of availabjlity, which means they 


' are not seeking another war job. 


WAR NOT OVER 


“Much of the manpower trouble is 
due to the mistaken belief on the part 
of some people that the war is about 
over,” Mr. Byrnes declared. 

“While a shortage of material and 
weapons exists in relatively few pro- 
grams, it is sufficient, if not speedily 
overcome, to prolong the war,” he said. 

In a letter addressed to various war- 
time government bureau officials, Mr. 


_ Byrnes suggested that: 1) WPB will not 


authorize reconversion that will use labor 
needed by war plants; 2) liberal applica- 
tion of the bracket system under which 
wage increases to war workers are al- 
lowed, 


HOPES FOR SPEEDY RESULTS 


If this doesn’t do the trick, Mr. Byrnes 
said, and “within a reasonable time,” 
he will order suspension of all authoriza- 
tions for new civilian production. 





Copper, Brass May Be Used to Make 
Some Types of Church Goods 


Copper and brass are now available 
in limited quantities to manufacturers 
for the production of church goods used 
a8 a part of church services, WPB has 
announced. 

Copper and brass for this purpose 
will be available upon special applica- 
tion. Manufacturers desiring an allot- 


ment. must apply to WPB on CMP-4B 


applications, addressed to the consumer 
durable goods division of the board. 
At the same time, manufacturers must 
file labor form WPB-3820. 

(Please turn to page 291) 
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TEXAS FIRM CELEBRATES 





Pleased with their plaques are Arthur A. 
Everts, president of Arthur A. Everts Co., 
Dallas, Tex.; Mrs. Edwin J. Fry, Jr., accept- 
ing for her husband, vice-president of the 
Everts firm; Myron Everts, secretary-trea- 
surer. The three officers were presented 
with unique “letters” of appreciation from 
employees at a celebration commemorating 
the firm's 48th anniversary on Oct. 24 at 
the Baker hotel in Dallas. The “letters” 
engraved on. the plaques were duplicates of 
the firm's letterhead, mounted on mahogany 
backs. The affair was attended by 14 persons. 





Silver Shortage Severe; 
Providence Firms Dread 
Outlook in Months Ahead 


The growing shortage of silver is 
causing serious concern among Provi- 
dence jewelry manufacturers and is the 
number one subject of discussion among 
the members of the industry. 

JC-K was told by some firms that it 
was doubtful that they would get their 
entire 4th quarter allotments, while 
others were exceedingly pessimistic as to 
the. outlook for the Ist quarter of 1945. 
Platers’ supplies are dwindling fast and 
severe repercussions are expected in the 
manufacturing field within a few months. 

Explanation behind the shortage is 
the decline in the production of domes- 
tic silver, the-only:*type allowed for 
Labor shortages at the 
mines was given as the reason for the 
drop in output. 








Suits Filed in Chicago, 
Cincinnati and Texas 
Against 22 Companies 


OPAsters were busy last month. 
At scattered points around the coun- 
try, delinquent jewelers were 
brought to task by OPA price pan- 
els—sometimes by, courts. In Cali- 
fornia, retail jewelers met with OPA 
officials for lessons in just what 
OPA expects in the way of record 
keeping. In New York and Chi- 
cago, there were rumors about crim- 
inal suits. 


In Galveston, Tex., OPA filed suit 
against 13 local jewelers, charging that 
the defendants had 1) failed to prepare 
a base period statement of their prices 
in March, 1942, as required by the Gen- 
eral Maximum Price Regulation, 2) 
failed to keep available for examination 
by OPA, records of how they arrived at 
proper maximum prices in accordance 
with OPA regulations. Against all 18 
OPA asked issuance of a permanent in- 
junction requiring them to keep proper 
records and restraining them from sell- 
ing at over their ceiling prices. 


DEEP IN THE HEART... 


The Galveston jewelers involved: A. E. 
Levy, doing business as Shaw Jewelry 
Co.; Edward Fargotstein, d/b as Sam’s 
Jewelry Store; Will Tachumy; Sol 
Reichstein, d/b as Liberal Loan Co.; S. 
Nevelow; Max Baum, d/b as Michael 
Jewelry Co.; J. Lewis Lopes; Mrs. Hy- 
man Nevelow, d/b as Modern Loan & 
Jewelry Store; Phillip A. Kuhn, d/b 
as Kuhn, Jeweler; Victor Relwere d/b 
as Vic’s Loans; H. L. Hollander, d/b as 
Hollander’s Jewelry Shop; Jake Isen- 
berg, d/b as Isenberg’s Jewelry Store; 
A. Barrow Clarence, d/b as Richard’s 
Jewelry Store. 

In Cincinnati, five retail jewelry stores 
were defendants in suits filed by OPA. 
OPA sought court orders compelling the 
five firms to file base period statements 
and keep current pricing records. 

The five Cincinnati firms: Morris 
Lange, d/b as Lange the Jeweler; Car- 
roll C. Seghers; Getz Jewelry Co.; H. R. 
Greenwald Jewelry Co.; Isadore . E. 

(Please turn to page 279) © 
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Postwar Prospects Are Good for Jewelry Makers 


Manpower Big Problem, 

Record Attendance Told 

At Annual Dinner Meeting 
Manpower, materials, prices—the 


jewelry industry’s chief wartime 
worries—shared the limelight along 


‘with reconversion at the annual din- 


ner meeting of the New England 
Manufacturing Jewelers & Silver- 
smiths Association on Oct. 26 at the 


Narragansett hotel in Providence. 
Postwar prospects for the jewelry 
industry are excellent, the record at- 
tendance of 200 members was told, and 
most producers have had a prosperous 
year with many factories almost 100 per 
cent in war work. However, they were 
warned, many problems are still to be 
dealt with if the industry on the whole 
is to come through the war years in top 
condition to deal with reconversion. 


OFFICERS FOR '44-"45 


Officers elected at the session are: 
Fred A, Bullock, re-elected president; 
Earl H. Ashley, Stephen H. Garner 
and Raymond L. Wells, vice-presidents ; 
Benjamin Rossman, secretary; Edgar 
E. Baker, treasurer. Edward O.. Otis, 
Jr., continues as the association’s execu- 
tive secretary. 

Directors are: Mr. Bullock, Henry A. 
Peterson, Russell I. Rhodes, Clarence 
J. Stone, George A. Armstrong, Emil E. 
Fachon, John S. Moran and Willard A. 
Ormsbee. 

Membership in the association has in- 
creased 20 per cent in the past year, 
President Bullock announced in the 
president’s report. “Conditions within 
the industry ... are not as tense as they 
have been for the past three years,” Mr. 
Bullock said, “because we have adjusted 
ourselves to the new conditions by con- 
tinuing to do a large amount of war 
work.” 

Reviewing the restrictions placed on 
manufacturers by WPB, Mr. Bullock 
reminded the members that although the 
silver order, M-199, has been amended, 
it was with “the effect only of putting 
out of business several new concerns 
making what they call ‘handmade jew- 
elry.” Although the gold order, L-45, 
has been revoked, Mr. Bullock declared, 
the manufacture of gold jewelry is still 
limited by the manpower shortage. “The 
abandonment of the order did, however, 
release factory record keeping which has 
heen very helpful,” he said. 


LACK OF WORKERS IS SERIOUS 

Most serious problem now facing the 
industry in the Providence area is the 
manpower shortage, Mr. Bullock de- 
clared. 

The industry has reason to believe that 
“there wil} be a considerable release of 
materials for civilian production” as soon 
as Germany collapses, Mr. Bullock said. 
“We have reason to believe that M-9-c 


(the copper limitation order) will be - 


completely abandoned on V-E Day, and 
that also almost all manpower controls 
will be abolished. Then we will go to 
free enterprise, to competition, :and to 
profit and loss.” 
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NEW ENGLAND JEWELERS AT DINNER 





Speakers reviewed the past year; crystal-gazed into the future ... 








An important part of postwar plan- 
ning that should be done is peacetime 
distribution, Mr. Bullock emphasized. 
“In the very near future it will be neces- 
sary for us to call.on our customers in 
much the same manner as we did be- 
fore the war. There will undoubtedly 
be many changes in distribution prob- 
lems.” 


COOPERATION FOR OPA 


One wartime job of the association 
has been cooperation with OPA, urging 
compliance with pricing regulations in 
the manufacturing field, Mr. Bullock 
said. He declared that the industry is 
now more than 90 per cent in compli- 
ance, partially due to the fact that 
the association arranged meetings for 
OPA officials and manufacturers so that 
OPA could explain to the manufacturers 
precisely what was expected of them. 
Nearly all manufacturers are anxious 
to cooperate, Mr. Bullock said, al- 
though “there are a few black mar- 
keteers and chiselers who, of course, 
have no intention of complying with 
OPA or any other regulations.” 

Cataloging the associations work item 
by item, Executive-Secretary Edward O. 
Otis, Jr., described the association's 





NEWS IN JEWELRY 





Jewelry for dress-up. A wide, two-tone gold 
bracelet, gold earrings ard stone ring 
match the gold kid belt and gold em- 
broidery on a simple nubby-knit dress. The 


pearl choker is news—chokers are "in" for 


low-necked, bare-armed fashions as well as’ 


for cover-up daytime wear. Jewelry Indus- 
try Publicity Board photo. 





dealing with. wartime problems and also 
its post-war plans. 

Quality markings: Trick and in- 
definite marking has now been brought 
“down to an absolute minimum” by com- 
mercial standards, Mr. Otis declared. 
It is the association’s hope that in the 
future the various commercial standards 
affecting the jewelry industry can be 
organized: into a jewelry code, Mr. Otis 
said. 

Excise taxes: “The present. 20 per 
cent excise tax reverts to 10 per cent 
excise tax six months after the war. 
It is our hope that sometime the over- 
all tax program of the nation: will be 
set up so that all special excise taxes 


(Please turn ‘to page 280) 





For the Memo Pad 
January 

8-12—-Pre-Season Market Week, 225 

Fifth Ave., New York. 
13—24 Karat Club of New York an- 
nual banquet, Waldorf - Astoria, 
New York. : 
15-19—Philadelphia Gift Show, Adelphia 

hotel, Philadelphia. 


20-25—-Southeastern Homewares & Gift 


Show, City Auditorium, Atlanta. 
29-Feb. 1—California Gift & Art Show, 
Merchandise Mart, Los Angeles. 
29-Feb. 8—Chicago Gift Show, Palmer 
House, Chicago. 
29-Feb. 8—Merchandise Mart Gift Show, 
Merchandise Mart, Chicago. 


February 
3—Boston Jewelers Club annual 
banquet, Copley Plaza Hotel, Bos- 
ton. 
8-11—Western Gift & Art Show, Ex- 
position Auditorium, Civic Cen- 
ter, San Francisco. 
19-23—Dallas Gift Show, Hotel Baker, 
Dallas. 
19-23—Allied Gift & Jewelry Store, 
Adolphus hotel, Dallas. 
26-March 2—New York Gift Show, Hotel 
Pennsylvania and Hotel New 
Yorker, New York. 


March 
19-22—Boston Gift Show, Hotel Statler, 
Boston. 
19-28—Parker House Gift Show, Parker 
4 House, Boston. 
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Any hope which jewelers may have 
entertained that new supplies of Swiss 
watches would arrive in this country 
soon enough to put them on retailers’ 
shelves for Christmas selling seem 
doomed to disappointment. 
’ Originally, the first shipment was 
scheduled to leave Lisbon during the 
" jatter part of October or early Novem 
ber, which by fast work all along the 
fine, might have put a limited quan- 
into jewelers’ hands by about Dec. 
15. However, for some unexplained rea- 
son which seems to be something of a 





September Jewelry Sales Tax 
Greater Than Other "Luxuries" 

The Federal Excise Tax on retail 
jewelry sales during September amount- 
ed to $10,612,56, the Treasury Depart- 
ment has announced. 

In the same month of 1943, when the 
sales tax was still 10 per cent on all 
jewelry items, the tax collected totaled 


$6,370,715. 


Excise taxes on other so-called luxury 





} wholesale 








goods totaled as follows: furs, $3,668,- 
412; toilet preparations, $5,416,975; lug- 
gage, $4,574,066. It may easily be seen 


enue. 


that jewelry brought the greatest rev- - 





" Hope for Christmas Watehes Fades: 
Ist Shipment from Lisbon is Delayed 


mystery, the sailing of the ship with 
this first cargo of watches has been con- 
siderably delayed. 

Just as Jeweters’ Crcunar-KeystTons 
went to press, it was announced that the 


S.S..Kassos had sailed from Lisbon and 


was expected to dock in an East Coast 
port on Dec. 1 or 2. 

Although it could not be revealed just 
how many watches were aboard, a re- 
liable source said that there were 
“plenty of watches.” 


NOT BEFORE CHRISTMAS EVE 


But even though a fat shipment is on 
its way, it will still undoubtedly be too 
late to be of any benefit to retailers for 
their Christmas selling. As pointed out 
in previous issues, the time consumed in 
customs, casing and packaging and ship- 
ment to retailers inevitably consumes 
several weeks—even though, as men- 
tioned later, the time spent being cleared 
through WPB may be shortened. 

Therefore, even if the Kassos docks 
the first of the month, it seems certain 
that watches will not reach retailers 
hands much, if any, before Christmas 
Eve—a little late for anything but the 
tag end of the Christmas rush. 

For Christmas business, retailers will 


(Please turn to page 278) 








NEW RUDOLPH WHOLESALE SITE 























New building will triple former. floor space. 





Rudolph Bros., Inc., with retail stores 
in 27 New York State cities, is moving 
its executive offices and its wholesale 
division to new quarters in Syracuse, 
where the home offices are located. 

The new address is 436 S. Salina St., 
and will afford the firm more than 20,000 
sq. ft. of office and warehouse space— 
triple the space of Rudolph’s former 
quarters. The building will house 
Rudolph’s executive and general offices, 
as well as providing warehouse storage 
room for the Rudolph wholesale divi- 
sion, which serves independent retailers 
in addition to the Rudolph chain. 

In the new building will be Rudolph’s 
merchandising and publicity divisions, 
merchandise departments, 
warehouses and optical workshops. 

After the war Rudolph’s plans to 
handle radios, small electric appliances, 
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cameras, dinnerware, luggage and 
leather goods in addition te: jewelry, 
diamonds, watches and silverware. 





WPB Okays Making “Usable” Plated Flatware 





But Manpower, War Work 
Will Delay Production 
For Probably Many Months 


The green light has been given 
by the War Production Board to 
manufacturers of silver-plated flat- 
ware to go ahead on production of a 
“usable” grade of plated tableware 
that, although far from prewar qual- 
ity, is at least an improvement over 
the easily rusted carbon steel based 
ware permitted to date. But there 
are so many ifs, ands, and buts at- 
tached, there will probably be no 
out-put of this “improved” grade for 
many months. 


WPB amended I:-140-b, the order that 
controls production of flatware and hol- 
lowware, on Nov. 11. Under the amend- 
ment, manufacturers of silver-plated 
flatware are now permitted to use blanks 
made of a copper-base alloy. A “blank” 
is the metal base on which the silver 
plating is placed. 

Heretofore, manufacturers were al- 
lowed to produce for civilian use only 
a very. poor quality of plated ware, on 
which the plating was done on a base 
of easily-rusted steel. Top producers 
refused to make this grade on the 
grounds that it would harm their repu- 
tations for quality. 

Despite WPB’s contention that the 
new grade of flatware is “a product that 
is very close to prewar quality,” it is in 
reality far from that, informed sources 
sav. Manufacture of top-grade plated 
silver flatware involves the use of nickel. 
The amendment to L-140-b specifically 
prohibits the use of nickel in the base 
alloy, except where it is present as an 
impurity. 


NOT UP TO WHITE METAL 


According to one informed source, 
the newly-permitted base is brass, and 
although it is of better quality than the 
previously permitted steel base, it is still 
nowhere near white metal. Also, when 
the silver plate begins to wear thin, this 
base will show through yellow. 


Although the number of pieces which 
may be produced is still somewhat limit- 
ed, the amendment permits the addition 
of six pieces. Along with knives, dessert 
size forks, dessert spoons and teaspoons 
(allowed heretofore) manufacturers now 
may also make oval bowl teaspoons with 
5 inch or 8 inch handle, tablespoons, din- 
ner forks, salad forks and oyster forks. 

Also,’ there is no restriction. on the 
number of patterns a manufacturer may 
put out—he may turn out silver-plated 
flatware in his complete schedule of pre- 
war aptterns, if he chooses (it is doubt- 
ful if.manufacturers would spread their 
allocation of metal that thin). 


ABOUT THE PLATING... 


There is no limit on the thickness of 
the silver plating the manufacturer may 
use. The only restriction is on silver 
plating over carbon steel—one of the 

(Please turn to page 291) 


- 


273 





} 
v 








UHA Drops “B” Plan at Convention; Dues Now $ 


John J. Nooyen Elected 
President at Session 
In Chicago, Oct. 29-30 


Gathering for a two-day business- 
like session at the Stevens Hotel, 
Chicago, on Oct. 29 and 30, the 
annual convention of the United 
Horological Association of America 
omitted all social diversions and side 
issues and buckled right down to its 


job of association business. 

High in importance among the deci- 
sions reached was the abolition of the 
“B plan” of dues under which the or- 
ganization has been operating. This was 
the plan under which the amount of the 
annual dues was raised to $5 per mem- 
ber, and a part of the collections de- 
posited in a trust fund for future con- 
tingencies. It was decided that this 
plan has proved impractical and by 
unanimous vote the by-laws of the asso- 
ciation were amended to lower the dues 
to $4 annually. Of this $2 is allocated 
to the general purposes of the associa- 
tion, $1 goes to pay for the members 
subscription to the official publication, 
“American Horologist,” and $1 is as- 
signed to a fund to be used to promote 
the organization. 


TRUST FUNDS ARE OUT 


The trust funds set up under the “B 
plan” are abolished. The money held in 
Fund No. 1, which was for legislative 
work, and in Fund No. 2, designed for 
state promotion, will be refunded, and 
the balance remaining in Fund No. 3 
will be transferred to the general trea- 
sury. — 

Another amendment unanimously 
adopted was the creation of an advisory 
board consisting of all past national offi- 
cers who have served at least five years 
on the executive committee and are 
present members in good standing with- 
out interruption of membership since 
joining. It will be the duty of the ad- 
visory board to counsel with the execu- 
tive committee in order that the latter 
may have the benefit of the experience 
of these “elder statesmen,” but the Ad- 
visory Board shall have no vote, being 
an advisory body only. 


OFFICERS FOR '45 


Chosen president for the coming year 
was John J. Nooyen, of California, who 
has been on the executive committee. 
John DeVogel, Albany, N. Y., was re- 
elected to the vice-presidency; and 
Orville R. Hagans, Denver, continues as 
secretary-treasurer. 

Elected to the, executive committee 
were the following, in addition to the 
officers who are members ex-officio: For 
two years, W. H. Bright, Mass. (whose 
term as president concluded with this 
convention), and T. O. Dilges, Iowa. 
For one year, B. W. Heald, Wis., and 
J. P. Sommer, Pa., both of whom are 
past presidents. 

Five of the members of the executive 
committee also become members of the 
advisory committee under the definition 
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set up for that body, namely, Messrs. 
Bright, DeVogel, Hagan, Heald and 
Sommer. The board will include two 
other members, Frank Foegler, Ohio, 
who was the association’s first president 
in 1983, and Elmer Schneider, the or- 
ganization’s first treasurer. 


- ACCREDITED SCHOOLS 


A report was received from the 
schools accrediting committee, which 
stated that applications for recognition 
had been received from the following 
institutions, all of which were approved 
following investigation: Elgin .Watch- 
makers College, Elgin, Ill.; Bradley 
Polytechnic Institute, Peoria, Ill.; Bow- 
man Technical School, Lancaster, Pa.; 
Milwaukee Vocational School, Milwau- 
kee, Wis.; Kansas City School of Watch- 
making, Kansas City, Mo.; American 
Academy of Horology, Denver, Colo.; 
California School of Precision Instru- 
ments, Los Angeles, Cal.; American 
School of Watchmaking, Los Angeles, 
Cal., and St. Paul Vocational School, 
St. Paul, Minn. A few other applica- 
tions are still pending and two have 
been refused as the investigating com- 
mittee decided after a check-up that the 
schools in question did not conform to 
the standards set by UHAA. 


ABOUT WAR VETERANS 


The report presented by the Wiscon- 
sin organization on the rehabilitation and 
training of war veterans as watchmak- 
ers indicated that excellent progress is 
being made in this direction with sym- 
pathetic and understanding handling of 
the problem. Excellent cooperation is 
being rendered by the Milwaukee Voca- 
tional School, which is one of the ac- 


credited watch teaching organizations 


who have received UHAA approval. 
Because of the many special and indi- 
vidual problems involved in-the case of 
different veterans, the program is kept 
very flexible so that no undue pressure 
will be exerted on the trainee, while at 


the same time allowing him to progress 
as rapidly as his ability and prior expe- 
rience permit. In other words, the vet- 
eran is taught as an individual, rather 
than as just one unit of a uniform 
group. 

The organization also assists the vet- 
eran in obtaining employment after his 
training has been completed, and in the 
meanwhile he receives a living allowance 
plus all costs for tuition, material and 
tools required. 

R. W. Applegate, UHAA special rep- 
resentative for the organization, told of 
the work that had been done in Wash- 
ington in the effort to obtain watch ma- 

(Please turn to page 279) 








Gitchell Resigns as Head of OPA 
Consumer Goods Division; 
Jerome M. Ney Takes His Place 


Byres H. Gitchell, director of the 
consumer goods division of the Office of 
Price Administration, has resigned his 
post and will return to private business. 

Replacing him is Jerome M. Ney, who 
has been with OPA for more than two 
years. Mr. Ney joined the Atlanta re- 
gional office in July, 1942, going to 
Washington later that year as associate 
chief of the program planning branch 
of the miscellaneous products rationing 
division. He worked on the shoe ration- 
ing plan. 

Mr. Ney became director of the mis- 
cellaneous rationing division and also 
chief of the shoe rationing branch in 
February, 1943. In May of this year 
he became deputy administrator for ra- 
tioning, which position he held at the 
time of his transfer to the consumer 
goods division, effective Oct. 19. 

Mr. Ney is president of The Boston 
Store in Fort Smith and Fayetteville, 
Ark., and vice-president of Rosenthal’s, 
Inc., of Beaumont, Tex. He is also on 
the board of several other firms. He 
has had 20 years’ experience in the 
department store field. 





ILLINOIS JEWELER AND FRIENDS 





Every day Fred J. Kohloff takes time to go into “conference” with a couple of dozen old 

friends—wild ducks. The ducks float around on the: Fox river at St. Charles, Ill., where Mr. 

Kohloff has his store. Matter of fact, Mr. Kohloff's store is right near the bridge—and the 
ducks, that he feeds every day. 
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Here's How Retailers 
Will. Set Maximum Prices 
On Their Watch Wares 


OPA is preparing to issue the 
new import watch regulation and 
hopes to have this regulation become 
effective by Dec. 1 so as to permit 
speedy pricing of newly - arrived 
watches (for news on watch ship- 
ments, see elsewhere in this issue). 


Under the new regulation retailers 
will make application to OPA district 
ofices for price approval. on new 
models. ‘The prices are to considered 
approved if no reply is received from 
OPA within 20 days. 

It will be remembered that under the 
old import regulation OPA has issued 
orders establishing retail prices of cer- 
tain importers, for example, Rolex and 
Helbros, as the retail maximums. These 
orders will be reissued under the new 
regulation. 

Other imvorters’ retail prices will b: 
approved either at the same time as the 
new regulation is issued or _ shortly 
thereafter. 


RETAILERS RELIEVED 


Under these provisions applying to 
importers’ retail prices retailers are re- 
lieved from applying for prices on these 
watches. This is, if the importer’s re- 
tail prices have been approved by OPA, 


| the retailer need not apply. 


Wholesalers and retailers selling at 


| wholesale are given a flat percentage 
/ markup, under the new order, provided 


thy buy from importers who have 

maximum prices for sales to whole- 

salers. 

The new regulation also brings prices 

of indirect importers downward in line 

with prices of direct importers. All 
for indirect importers which have 
issued previously will no longer 


_be valid, and new prices will be issued. 


Prices established under GMPR, on 
the basis of competitor’s prices will 





Wholesale Jewelry Sales Suffer 
Sight Drop in Month of September 


Wholesale jewelry sales dropped 
ly during the month of September. 

The Department of Commerce revorts 
that, according to the 46 reporting firms, 
September sales were 1 per cent below 
the sales figure of the previous month, 
and 8 per cent below September, 1943. 
Largest drop was in the middle Atlan- 
tie states, where 14 wholesale firms re- 
ported a falling off of 10 per cent in 
their September sales as compared to 
same month last year. In east north 
central states, on the other hand, sales 


Were 5 per cent above last year, the 18 
reporting firms declared. 


The stock-sales ration was 151 in Sep- 
tember this year, as compared to 140 a 
year ago, and 171 in August. Accounts 
teceivable were 5 per cent higher than 
in August, when they were in turn 29 
ant higher than the preceding 
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| New Pricing Rule on Watch Imports Due by Dec. 1 





probably no longer be in effect after 
the new regulation is issued. 

Purchasing agents buying from for- 
eign sellers will be allowed specific 
peings commissions under the new 
order. 


Oneida, Lid., Wins 3rd “E" Award 


Oneida, Ltd., Oneida, N. Y., has again 
won the Army-Navy “E” award for its 
record in war production. The firm was 
notified of the awarding of its 8rd “E” 
in a letter from Under-Secretary of War 
Patterson on Oct. 21. 

Oneida, Ltd., in peacetime maker of 
Community silverplate, has been engaged 








in making war materials since before 
Pearl Harbor, and since April, 1942, has 
been almost 100 per. cent converted to 
war work. 

Among Oneida’s war products: plated 
bearings, surgical instruments, bomb 
shackles, bayonets, parachute hardware, 
parachute quick release, plane elevators, 
plane fuel tanks, photo trailers, bomb 
trailers, truck trailers, aerial containers, 
rescue kits, rifle sights, slides, and table- 
ware for the armed forces. 

All Oneida plants are entitled to fly 
the “E” flag. Oneida won its two pre- 
vious awards on Oct. 17, 1942, and Sept. 
25, 1943. 











to wide awake 


jewelry salesmen 


only?! 


Smart promotion and fair policies are pushing 
Helbros Watches to the front. This rapid growth 
has opened up a big opportunity for a number 
of wide awake jewelry salesmen . . . men big 
enough to grow with us .. . men alert enough 
to keep step with our rapid progress . . . men 
with sufficient experience and personal follow- 
ing in the trade to play in the big league. 


This is not for beginners or run-of-the-mine 
operators—but to smart, aggressive salesmen it 
offers an opportunity of a lifetime. 


Write, giving references and full particulars of 


experience. 


Helbros watch company 


6 West 48th Street, New York 19, N. Y. 


















































Dollars-and-Cents Ceilings Put on Pens, Peneils j 


SAMPLE OF RETAIL CEILINGS 





Retail Maximum Price 
To Be Stamped or Tagged 
On Item by Manufacturer 





Article 

Fountain Pen 
Mechanical Pencil 
Fountain Pen 
Mechanical Pencil 
Fountain Pen 
Fountain Pen 


* Brand 
Tuckaway 
Realite 


Manufacturer 
Sheaffer Pen Co. 
Autopoint Co. 
Eberhard Faber 
Eversharp 

David Kahn 
Parker Pen Co. | 


L. E. Waterman Co. 


Dollars-and-cents_ retail ceiling 
pricés on all fountain pens and me- 
chanical pencils—with the only ex- 
ception the super-lush models—have 
been announced by the Office of 
Price Administration. In addition, 
the retail ceiling price must be 


51024, 51025, 51026, 
51027 


Fountain Pen 14, 44, 54, 54B 4.95 





Only a sample are the dollars-and-cents ceiling prices on certain fountain pens and me. 
chanical pencils, shown above. The new pricing regulation, MPR 564, sets specific. retail 
: ceilings for about 1000 different items. 





either imprinted or tagged on the 
pen and/or pencil by the manufac- 
turer. 


The new order is effective as of Nov. 1. 
After this date all mechanical pens and 
pencils must bear the maximum retail 
selling price on an attached tag* or ac- 
tually imprinted on the article itself, 
when it leaves the manufacturer’s hands. 

Retail prices of fountain pens and 
mechanical pens and pencils which left 
the manufacturer before Nov. 1 and are 
now in the hands of wholesalers or re- 
tailers will continue to be governed by 
the General Maximum Price Regulation 
until Jan. 1, 1945, OPA said. That is, 
the ceiling price allowed is the price 
charged by the individual seller in 
March,. 1942. 

After Jan. 1, 1945, fountain pens and 
mechanical pencils in wholesale or retail 
stocks which are not already marked 
must be tagged with the retail selling 
price by the wholesaler or retailer. Prop- 
er prices will be determined by applica- 
tion .at local OPA offices. 

‘The regulation sets dollars-and-cents 
ceiling prices on approximately 1000 
items made by 60 different manufactur- 
ers. 


LUXURY MODELS 


Exempt from the new regulation «+e 
fountain pens and mechanical pencils 
with barrel or cap of solid gold, plati- 
num or palladium. These are still cov- 
ered by GMP. 

Manufacturers’ prices will continue to 
be controlled by the general durable 
goods regulation, MPR 188, which sets 
ceiling prices at the March, 1942, level; 
provides for pricing new articles. 

Wholesaler’s ceilings are the lowest of 
the following: (1) the listed retail ceiling 





G. H. Niemeyer Is Again Chairman 
Of 24 Karat Club Annual Banquet 


G. H. Niemeyer, president of Handy 
& Harman, was again appointed chair- 
mran of the annual banquet of the 24 
Karat Club of New York at a meeting 
of that group on Nov. 6. 

Committeemen with Mr. Niemeyer are 
Jerry Richheimer, Jerry Grant, Jerry 
Agate, and P. M. Fahrendorf. 

The banquet will be held on Jan. 13. 


Rex Garrett has opened the Rex 
jewelry store at 64 3rd St., S.W., in 
Huron, S. D. Mr. Garrett is Ist vice- 
president of Huron’s Junior Chamber 
of Commerce. 
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price less their customary March, 1942, 
discounts on the same or a similar article 
of the same manufacture. (2) their cost 
plus %, (3) the retail ceiling price less 
% 


Name of the new pricing regulation is 
Maximum Price Regulation 564. 


MET WITH TRADE MEMBERS 


OPA said that the new regulation was 
made necessary because of excessive 
prices, caused by a scarcity of goods in 
the market. “Normal production and 
competition resulting from the recent 
revocation of the War Production 
Board’s limitation order are not expected 
to eliminate price pressure for some 
time,” OPA said. The new regulation 
was drawn up after a series of meetings 
with representatives of the industry, 
OPA said. 





New York State Watchmakers Plan 
To Hold Next Convention in May 


Directors of the New York State 
Watchmakers Association met in Syra- 
cuse recently and agreed to hold a con- 
vention sometime in May, 1945. 

It was indicated at the meeting that, 
because of shortages in material and 
manpower, there will be a 10-year lag 
before the watchmaking trade can get 
back to pre-war efficiency. 


George J. Schlehr, of the Morrisville 
Agricultural & Technical Training In- 
stitute, announced that the school is 
now teaching watchmaking to nine vet- 
erans; plans to add courses in jewelry 
repair, engraving, and instrument mak- 
ing and repair as soon as_ classroom 
facilities can be completed. 








800 Crowd Waldorf Ballroom, Pledge 
$254 Thousand to War Fund at Dinner 


Servicemen and women were honored... 





Highlighting the campaign of the 
jewelry and allied trades Division, of the 
New York War Fund was the dinner 
held in the Grand Ballroom of the Wal- 
dorf-Astoria hotel, in New York on 
Wednesday evening, Nov. 8. 

The dinner, in honor of the men 
and women of the jewelry and allied 
industries who are now in the armed 
forces, crowded the ballroom with more 
than 800 persons in attendance, repre- 
senting some 137 firms. On the programs 
distributed at the tables were listed the 





names of 2057 men and women now if 
service from these firms. According to 
W. W. Schwab, chairman of the dinner 
committee, this program will be reprint- 
ed with a photograph of the banquet re- 
produced on the front page, and will 
be sent to all the service men and women 
listed, 
The speakers’ table had quite # rep 
resentation of celebrities, among 
‘the Hon. James A. Farley, honorary 
chairman of the commerce and industry 
(Please turn to page 288) 
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_ NACJ Members Elect 24 
To Board; Voting Done 
At Regional Meetings 


The National Association of Credit 
Jewelers has announced the names of 
the 24 directors chosen to the board in 
recent elections. Voting was done at 
a series of regional NACJ meetings held 
throughout the country. 

‘Irving N. Chayken, chairman of 
NACJ’s election committee, has an- 
nounced the election of the following 
men to NACJ’s board: 

_ Myer B. Barr, Associated Barr Stores, 

Inc, Philadelphia; Irving N. Chayken, 
Armstrong’s, Hammond, Ind.; Samuel 
DeRoy, S. H. DeRoy & Co., Pittsburgh; 
Rdward Dockman, St. Paul; Fred B. 
Dreifus, Dreifus Jewelry Co., Memphis; 
Julius L. Freund, St. Louis. 

Samuel Gerson, Gerson’s, Inc., De- 
troit; H. A. Goldberg, Cooper’s Inc., 
Portsmouth, Va.; Seymour Greenberg, 
Royal Diamond & Watch Co., New 
York; Gerald C. Heller, Reliable Stores 
Corp. Baltimore; O. A. Jenkins, Duval 
Jewelry Co., Jacksonville; William J. 
Kappel, Pittsburgh. 

Leo D. Kind, Reid, Inc., Trenton, 
N. J.; Jesse McEntee, J. M. McEntee & 
Sons, Oklahoma City; L. J. Milenbach, 
Milens, Oakland, Cal.; A. E. Newmark, 
Newmark’s, Chicago; Clarence Olsen, 
Olsen & Ebann, Chicago; B. G. Rudolph, 
Rudolph Bros., Inc., Syracuse; H. Paul 
Siegel, Washington Jewelry Co., Inc., 
Boston; Meyer Simon, M. Simon & Co., 

| Philadelphia. 


Max Strasburg, Strasburg’s of Holly-. 


wood, Cal.; Leo Weisfield, Weisfield & 
| Goldberg, Seattle; Irving Wolfgang, 
Cole & Irwin, Inc., Detroit; William 
fale, Zale Jewelry Co., Inc., Wichita 
Falls, Tex. 


. 
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| The Diamond Market 


| The figures below are a fair indica- 
‘ton of current activity in the diamond 
“market. They show the number of 
_Weighings in recent months, as compared 
‘with the same months of the previous 
















‘} year, at the Diamond Dealers Club, 36 


OW. 47th St., New York. The club has a 
Miamond dealer membership of approxi- 
tely 1000. 
) Each weighing represents the final 
mitep before a sale is completed, and 
Mhere is no weighing unless a sale has 
h agreed upon. Therefore, the num- 
of weighings may be considered as 
f : number of sales. 


; 1943 1944 
ie January .......... 3561 3336 
mekebruary ......... 2795 3708 
memarch ............. 8712 4604 
Bebe 0... eee ee. 3655 3167 

RT er 2637 2523 
BE s od veedtne 1937 2411 
ESS 2061 2042 
RST 5-0, - Ce ewes 2827 2845 
September ........ 2749 2678 
EN -24 Les Wena 2912 5028 


28346 32337 


ee 


Lou J. Warner has started Warner’s 
} Jewelers, a retail jewelry store at 402 
} W. 7th St., Los Angeles. Mr. Warner 
Previously owned Kay Jewelers, on 
Broadway, in Los Angeles. 
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It’s label’d ) 
AIR EXPRESS \ 


.. but it can’t take off from 
your shipping room floor! | 


=~ Ship When Ready 
- for Fastest Delivery 


The end-of-the-day rush at the airportmay nudge 
your shipments out of the race, defer them until 
a later plane. So phone for a pick-up the moment 
the label is on...or before! That’s the way to 
get fastest delivery! 


SPECIFY AIR EXPRESS 
A Money-Saving, High-Speed Tool 
for Every Business 


With additional planes now available for all important types of traffic, 3-mile- 
a-minute Air Express directly serves hundreds of U.S. cities and scores of 
foreign countries. Thousands of shippers are saving substantial sums through 
Air _ reer employing its economy and efficiency in an ever-increasing 
number of ways. ~ 

WRITE TODAY for ‘‘Quizzical Quiz’ — a booklet packed with facts that will 
help you solve many a shipping problem. Dept. PR-12, Railway Express 
Agency, 230 Park Avenue, New York 17, N. Y., or ask for it at any local office. 


ESS 


Gels there HIRST 


Phone RAILWAY EXPRESS AGENCY, AIR EXPRESS DIVISION 
Representing the AIRLINES of the United States 
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WATCHMAKERS 
Attention! 


WE want an outstanding 
.mechanic, one with suffi- 
cient business ability to set 
up and operate a large 
Watch Repair Dept. We 
will supply the space for 
this setup—the business will 
be your own and we can 
furnish work necessary to 
keep a 6 to 10 man shop 
in full production the year 
‘round, 


For Information Write 
Wire or Phone MArket 3-2987 
Ask for Mr. Busch or Mr. Sargent 


FEBUSSHGSONS § 


@ 





SGHESONS SY 
a) ) 


MAIN OFFICE 
875 Broad St., Newark 2, N. J. 

















MATCHED 
WEDDING RING SETS 


14 KT GOLD — SEAMLESS 





No. 300.°........ $6.75 Complete Set 
pho Lee $7.75 Complete Set 
Me. 362... K.-S $8.75 Complete Set 
Ne: 303: 6... $8.75 Complete Set 


LOUIS PERLOFF 


737 Walnut St. Philadelphia, Pa. 





Gr, 
At Camp, Base, Fighting Front 





4 Edna Pereles, formerly manager of 
the Charles Goldrich jewelry store, 
Brooklyn, N. Y., is now in the Waves, 
with a storekeeper’s rating. “While work- 


EDNA PERELES 


Now storekeeping 
for the WAVES 





ing in the store she saw to it that ser- 
vicemen received the promptest service 
possible,” reports Mr. Goldrich. Before 
enlisting in the Waves, she was very 
active in war. work—including an air 
raid warden’s duties. 
q Nathan Ehlmer, 

Brown, Gold Co., 


at one time with 
Philadelphia, and 


NATHAN EHLMER 
Overseas 25 months 





nephew of Nathan Brownstein of Brown, 
Gold, is now in Europe serving with the 
Military Police. Overseas 55 months, he 
has been in. Africa, Italy, England, 
France, and Germany. Before joining 
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Watches Not Here 
(From page 273) 


have to depend on whatever inventory 
they my now have on hand, plus what- 
ever additional goods they may be able 
to obtain from present stocks of im- 
porters and wholesalers. 

Meanwhile, WPB has granted the re- 
quest of the American Watch Assem- 
blers Association that WPB accept ap- 
plication for release of watches before 
they have reached this shore. However, 
WPB’s action applies only to present 
shipments—not to the future when ship- 
ments are again more or less on @ 
“schedule” basis. The action was taken 
on the strength of the imvorters’ pleas 
that delay would hold the watches up 
until after Christmas. 





* John C. Veden, Sr., retail jeweler of 
Wadena, Minn., is celebrating his golden 
anniversary in the jewelry business in 
that city. Mr. Veden worked for other 
Wadena jewelers for several years be- 
fore opening his own store in 1898. 





the Army he held a teaching post ag ap 
instructor in Latin. 

q Pvt. Norton L. Solomon, son of Saul 
L, Solomon, wholesaler of Lancaster 
Pa., is now serving in France. Ip the 
Army since March of this year, he rm, 
ceived his basic training at Camp 
Wheeler, Ga. 
qC. H. Kraft, proprietor of Kraft 
Jewelers, Long Island City, N. Y,, be. 
fore entering the Navy, is now an jn. 
structor at the watch repair school at 
the Navy Yard in Washington, D, ¢, 

q Mark Stern, son of Edward L, Stern 
has recently been promoted to the rank 
of first lieutenant in the Army. He jg 
connected with the motor transport of 
the Quartermaster Corps in the South 
Pacific area. Lieutenant Stern enlisted 


MARK STERN 
Promoted to Ist 
lieutenant 





immediately after Pearl Harbor and 
went abroad as a private in the sprin 
of 1942. He was commissioned a secon 
lieutenant in January, 1944, while sta- 
tioned in Australia. 





No Convention This Year for RJA 
Of lowa; Officers for 1944-'45 
Chosen By Special Wartime Ballot 


Because of wartime difficulties in trav- 
el and accommodations, directors of the 
Iowa Retail Jewelers Association voted 
recently to dispense with their annual 
convention this year. Next convention 
will be in 1945, members agreed—Sept. 
30 and Oct. 1, 1945, in Cedar Rapids. 

Elected to office on a wartime ballot 
were: H. O. Woodbury, Newton, presi- 
dent; H. C. Kirkberg, Fort Dodge, vice- 
president; Wallace G. Boyson, Cedar 
Rapids, secretary-treasurer. 

Directors and officers of the Iowa 
RJA met at the Hotel Montrose in 
Cedar Rapids on Oct. 22 and elected ad- 
ditional board members. It was agreed 
to increase board membership, due to an 
increase in the membership of the state 
association. 

The following directors were chosen. 
For a one-year term: C. J. Siebke, Cedar 
Rapids; Roy Hinson, Fairfield; Isaac 
Fuiks, Iowa City. For a two-year term: 
Wilson Clark, Sioux City; Charles Ten- 
enbaum, Waterloo; Bert Spear, Des 
Moines. For three years: George Fisher, 
Clinton; M. J. Noonan, Eagle Grove; 
Lafe Major, Perry. 





_ The Medina jewelry store has opened 
at 517 Main St., Madina, N. Y. Owner 
is William Rayborn. 
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' Mrs. Robert M. Shipley Retires 
from Active Work in GIA 


















Mrs. Robert M. Shipley, wife of Rob- 

ert M. Shipley, founder of the Gemo- 

Institute of America, is retiring 

from active work at the Los Angeles 
office of the Institute. 

Mrs. Shipley became associated with 
the Institute in June, 1932, when it was 
still a young organization. Her chief 
aim was to put the Institute on a firm 
fnancial and credit basis. She also de- 
yoted her efforts to creating good will 
for the organization and its aims by 
delivering lectures to women’s clubs, so- 
dal and business associations, and other 
consumer groups, writing, radio work, 


ete. 

Mrs. Shipley was well qualified in stu- 
dent relations and contacts—she was at 
one time dean at Marlborough School 

' for Girls. 

Mrs. Shipley has never studied gem- 
ology—she believes that one technician 
in a family is sufficient, and leaves the 
scientific aspects of gems to her husband. 


| The Shipleys were married in June, | 





_UHA Convention 
s (From page 274) 


“terials and supplies to keep the nation’s 
‘watches running. As usual in dealing 
‘with Government agencies a great deal 
of educational and informative work had 
to be done, but continued efforts have 
“met with considerable success and as a 
result of which the tool and material 
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Earrings in various patterns in 14 KT 
Green and Red Gold 

‘St. Christopher Key—14 Kt in three 
sizes; also Bill Clips, Charms and 
Links to match 

Love Knot Ring—14 Kt Red and Green 
Gold Combination in four sizes; ~ 
rings, Cuff Links and Studs to match 
Our comprehensive line of 
Gold, Platinum and Enam- 
eled Novelties, including 
Vanity, Cigarette and Card 
Cases are distinctive and 
have sales appeal. 


CLIFFORD A. MILLER & CO., Inc. 
Manufacturers 
64 West 48th Street 
New York 
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situation has substantially improved, 


Mr. Applegate said. 


Orville Hagans was presented with a’ 


plaque in recognitien of his 10 years of 
service to the association. 

Other speakers included Fred V. Cole, 
editor of Tur Jewerers’ Circuiar-Ker- 
sTONE, who discussed the postwar op- 
portunities and responsibilities of the 
watchmaking profession, and Irving Jen- 
sen, business manager of National 
Jeweler, who reported on the recent ac- 
tion against the trade shop of Sinton & 
Smith, Chicago, who have now been in- 
dicted by the Federal Grand Jury on a 
charge of using the mails to defraud. 





OPA Suits 
(From page 271) 


Wolpa, d/b as the Lester Jewelry Co. 

In New York, rumors ran_riot that 
OPA was preparing to crack down 
again on watch importers and whole- 
salers, also, perhaps, some retailers. An 
authoritative informant, as well as in- 
formed trade circles, declared that OPA 
was preparing to file criminal suits 
against alleged violators. Officially, the 
New York OPA office declared flatly 
that the “rumors” were unfounded. But 
the stories persisted. 

In Chicago, OPA filed suit against 
four wholesalers, charging over-ceiling 
sales of Swiss watches and seeking treble 
damages for the alleged overcharges. The 
actions also sought to force the defen- 
dants to make available their current 
pricing recerds and to apply to OPA for 
maximum selling prices under the im- 
port pricing regulation. 

In some instances, OPA said, watches 
were sold at nearly double the legal ceil- 
ing. 

Defendants were: M. N. Seigal, d/b 
as M. N. Seigal & Co.; Sol Steinberg, 
d/b as J. P. Day & Co.; Herman Kurzon 
Co.; Midwest Watch Corp., Samuel Jo- 
seph, president. 

More rumors—OPA would soon bring 
additional cases to court in Chicago— 
might file some criminal suits. 

In Southern California, the recent 
court actions brought by OPA were 
followed up by.a meeting of OPA offi- 
cials and retail jewelers. The purpose— 
to explain to the jewelers just what OPA 
requires in the way of record keeping. 
Attending were about 500 retail jewelers 
from many Southern California towns. 
“General Max.,” enforcement provisions, 
pricing procedure, etc., were explained 
by the OPAsters. Spokesmen for the 
jewelers pledged complete cooperation, 
and declared that violations were often 
due to ignorance of regulations or mis- 
understandings. 


All over the country, it seemed that 
OPA was checking over the jewelry 
trade. OPA’s excuse for inaction some 
months ago that there was too much to 
do in the “essential” living item fields 
was apparently out of date. 





WAR BOND BUYERS! 


To be sure that War Bonds pur- 
chased in the New York area during the 
6th War Loan Drive are credited to the 
jewelry industry, jewelers are asked to 
put the code number 8011 on their War 
Bond purchase applications. 
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TIME 


To Swircn OvER 








We are still 
832% on War Work 


But after the war 
GILBERT will offer 
% Long-Lived Quality 
* Sturdy Dependability 
* Smart Style and 
* All-Around Value 


to justify Gilbert’s continued 
right to the title: 


“Clock makers to the nation since 1807” 





THe Wm. L. Gusert Crock Corp. 
WINsSTED, CONN. 





Keep Your Postwar Eye on 


GiLBERT 


alarm 


Crocks 

















THE BEST 


. is always worth 
waiting for... 

























LONG with all the other appliances in 
A the M-B quality line, the famous 
Manning-Bowman “Long-Last” Percola- 
tor will be back one of these days (soon, 
we hope). And the profits it can help you 
make are well worth waiting for! 


Right now, American homes need more 
new electrical appliances than ever. 
Folks have more money to spend... and 
when they can spend it they are going 
to want the best. 


To countless Americans, Manning- 
Bowman means the best. That’s why 
we’re reminding all our dealers that 
Manning-Bowman is a ‘‘natural”’ for 
profitable sales in the future. Remem- 
ber, the best is always worth waiting 
for and... 


AED 1 SERIO tS GO = 


Mianning 


Bowman 


Mleans Best 


MERIDEN, CONNECTICUT 
KEEP ON BUYING WAR BONDS 

























IMMEDIATE DELIVERY 


SPRING BARS BEST QUALITY 
All Sizes Any Quantity 


JEWELRY BOXES 
Watch, Ring, Cottoned Boxes 


Spring Rings, Swivels, Bars, Bows 
Sister Hooks Jump Rings 


Larne Stock Genuine Indian Jewelry 





Samples and Prices on Request 


VICKSMAN JEWELERS SUPPLY 
STEEL BLDG. DENVER 2, COLO. 
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| STRANGELY ENOUGH 


by Walter Gam 

















Manufacturing Jewelers ... 


(From page 272) 


may be eliminated. That, undoubtedly, 
will be the position of this association 
when the time comes.” 

Tariffs: Six months after the war the 
question of tariffs will come up again 
when the Mexican Trade Treaty becomes 
subject to revision, Mr. Otis said. “While 
we realize that practically all of you 
in this country today recognize the 
necessity for freer international trade, 
we also recognize the necessity of suffi- 
cient protection to allow American pro- 
ducers, subject to the mandatory costs 
that exist today and probably in the 
future, to produce in fair competition 
with other countries . .. I want to re- 
emphasize that whatever action or posi- 
tion the association. may take will be 
consistent with the new thinking and 
the new attitude toward world affairs.” 

Retraining _ and re-employment of 
veterans: Returning veterans want jobs, 
not words or temporary bonuses, and 


arteRgate! / 








} DURING THE REIGN OF HENRY vii, 

| OF ENGLAND, IT WAS THE MEN, RATHER 
THAN WOMEN, WHO ADORNED THEMSELVES 
WITH JEWELRY !!.. THE FASHIONABLE 
GENTLEMAN OF THAT DAY LITERALLY 
GLITTERED FROM HEAD TO TOE WITH 
ALL THE JEWELS HE COULD GET !! 











AXacueotoeisr: S DETERMINE THE 
DEGREE OF A NATION'S PAST 

CIVILIZATION ACCORDING To ITS BEAD 
AND JEWELRY CULTURE... 








ONE DOLLAR WILL BE 
PAID FOR EACH INTERESTING 
Sy CAND UNUSUAL FACT —— 
ABOUT JEWELRY USED 
@ IN THIS COLUMN ... 

















the industry must accept a share of - 
this responsibility, Mr. Otis declared. 
Not only will the industry be able to 
re-employ its own returning service- 
men, Mr. Otis said, it will also be able 
to take on additional veterans, including 
the disabled, because of the nature of 
the work involved. 

OPA: “Discussions have been started 
which may lead to a rather complete 
simplification of pricing most of the in- 
dustry’s goods. While it is not possible 
to disclose the results of these initial 
efforts at this time, I can say that there 
are very real possibilities of assistance 
to the industry in the negotiations now 
going on.” 

There will be no substantial relaxa- 
tion of restrictions on metals until Ger- 
many falls, Mr. Otis said, and many 
metals will remain on the scarce list 
even after that. 

Copper will not be available except 
possibly by special appeal, and pros- 
pects for granting special appeals aft 
not encouraging, Mr. Otis said. 

. Nickel and tin will remain tight, but 
the supply situation for zinc is g0 
and “there should be sufficient quantities 


THE JEWELERS’ CIRCULAR-KEYSTONE 














ble 
tial 
dre 
nce 
iow 


Xa- 
er- 
ny 
list 


ept 
os- 
are 
put 


‘jes 


ome DECEMBER, 1944 





of sinc available for alloying with cop- 

r at the same time copper becomes 
available for civilian production.” Lead 
and steel, he forecast, should both be- 
come available on V-E Day. 

The silver situation, Mr. Otis said, 
“js. involved.” At present there is a 
shortage in domestic silver (the only 
silver jewelry and silverware manufac- 
turers are permitted to use) due to a 
manpower shortage at the smincs. ‘Lhe 
Green Act, which freed Treasury silver 
for war work and therefore made larger 
supplies of domestic silver available to 
jewelry makers, expires on. Dec. 31. 
if the Act is not renewed, Mr. Otis 
warned, Treasury silver will again be 
frozen, which will mean domestic silver 
will again be used almost entirely for 
war work. It is the hope of the asso- 


 eiation that when the Green Act js 1e- 


newed it will be revised to make the 
yse of Treasury silver for non-essential 
users “not only allowable but also 
mandatory.” 

‘In closing, Mr. Otis expressed optim- 
ism for the jewelry industry in post- 
war. “I feel quite sure that the in- 
dustry will find itself ‘n the beginning 
of the post-war period with its plants 
in better condition than they have ever 
been—with constructive post-war plans 
ready when the time comes—and with 
their treasuries in a position to give 
them every opportunity to achieve this 
much to be desired end which the in- 
dustry must and will accept . . . the 
relemployment task ahead for the 


_ jewelry industry in Rhode Island.” 


Clarence Loeb, Veteran Salesman, 
Honored at Cincinnati Dinner 


More than 60 members and guests of 
the Cincinnati Wholesale Jewelers & 
Manufacturers Association gathered at 
the Hotel Alms Nov. 4 to pay tribute 
at a testimonial dinner to Clarence Loeb, 
veteran salesman of the Litwin & Sons 
Co. 

For more than 30 years, as member 
and then chairman of the wholesalers’ 


CLARENCE LOEB 


is honored at 
dinner~ 





entertainment committee, Mr. Loeb has 
worked to make each function of the 
organization during that period an out- 
standing success. 

Mr. Loeb told his friends at the din- 
ner that he had constantly worked to 
gain more friends for the wholesalers. 
“Cincinnati is a great jewelry center,” 
he declared, “and through this organ- 

tion we must strive to promote it 
% such.” His goal, he added, was to 
have hundreds of out-of-town guests 
attend affairs of the group. 

Presenting Mr. Loeb with two travel- 

‘bags on behalf of the association, 
Al Wallenstein, president, commended 
him highly for his untiring efforts, de- 


claring that without him, the organiza- 
tion probably would not have attained 
the prominence it enjoys today. 

Other speakers who offered congratu- 


latory messages included Thomas O’Con- 


nell, Elgin Watch Co., one of the out-of- 
town guests who attended. 

In the jewelry business as a salesman 
for the past 37 years, Mr. Loeb formerly 
was associated with Herman & Loeb, a 
wholesale firm in which his father had 
been partner, and L. Loeb & Sons Co. 





Gruen May Revise Stock Issues 


The Gruen Watch Company has called 
a special meeting of shareholders of the 
company to be held on November 20, 


1944, for the purpose of considering .an - 


amendment to the articles of. incorpora- 
tion of the company to authorize the 
issuance of 25,000 shares of $100 par 


value 444% cumulative preferred stock. 


Benjamin S. Katz, President of the com- 
pany, states that if shareholders approve 
the proposed amendment, it is the inten- 
tion of the company to issue and sell 
such preferred stock at an early date 
and use the proceeds to retire the pres- 
ent long term bank indebtedness of 
$2,000,000. The company has already 
called for redemption on January 1, 
1945, the 18,034 shares of $25 par value 
5% preferred stock now outstanding, at 
$26 per share in cash, plus quarterly 
dividend due and payable on such date. 





C. D. Anderson, jeweler of Ogden, 
Wyo., has purchased the N. F. Dudley 
store in Green River. The store will be 
managed by Albert Buters. 


Dependability 
Quality i 


Service 
SINCE 1926 


Vin VE Vi vo 


dial; 
: * ae tlh 
refinishing 
Military 24-hour dials, 
special designs, Name dials; 
whatever your needs may 


be, you can rely upon our 
workmanship and service 
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DIAL CORP. 
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SAN FRANCISCO 
SEATTLE 
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W5: cannot help but 
"Y mention,-at this~time, 
how much we appreciate 
your consideration of our 
position in the matter of 
manufacturing and oe 
plying settings due to the 
war. We hope that soon 
again we will be able to 
serve your needs as we have 
in the past. 


DVintslatatels Selling Ca. 


164 EMMET STREET 


NEWARK 5, N. J. 
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DIAMONDS 
MELEE 


— All Sizes — . 


GENUINE 
WHOLE 
PEARLS 


— All Sises — 


GENUINE 
RUBIES & 
SAPPHIRES 


Squares, Rounds and 


Fancies 


AMETHYSTS 
TOPAZ 
AQUAMARINES 


AGATES 


Plain or Drilled 





Mail Orders Promptly 
Filled 





Special Attention to 
CUTTING 
DRILLING 


MAX STERN « co. 


Importers 


17-23 John St. New York 











WPB Issues Explanation of Order 


Controlliug Sales of Rough Diamonds 


In response to inquiries from the 
trade, the War Production Board has 
announced the policy that it will follow 
in administering General Preference 
Order M-109, which regulates the sale 
and transfer of rough diamonds. 

WPB said its policy will be to au- 
thorize sales or transfers of diamonds 
only to industrial consumers, tool manu- 
facturers and persons who perform a 
“useful function in facilitating direct 
distribution of rough diamonds by 
utility categories.” 


| NO "HORIZONTAL" TRADE 


WPB’s policy was further explained: 


“Similarly, it is the policy of the board 


not to authorize trading that merely 
moves rough diamonds between mer- 
chants for trading purposes (commonly 
referred to as ‘horizontal trading’). In 
addition, in considering applications un- 
der paragraph (g) of the order, the 
War Production Board will carefull 
check any proposed use of a rough 
diamond as a cuttable diamond or for 
the purpose of making a gem therefrom, 
so as not to interfere with industrial 
uses that further thé prosecution of the 
war.” 

In order to carry out the purposes 
of M-109, WPB will take into considera- 
tion the following factors in determin- 
ing whether to grant or deny authoriza- 
tions required by the order: 

Trading. If the authorization is to be 
granted, an importer’s proposed sale or 
transfer should be one made directly 
to an industrial consumer, a diamond 
tool manufacturer or a dealer. It is 
to be made to a dealer, the dealer must 
be one who will distribute directly to 
a diamond tool manufacturer, an indus- 
trial consumer, or to another dealer. 
Sales from one dealer to another will 
not be authorized as a rule except where 
the purchasing dealer can show he needed 
the specific types, sizes, qualities and 
quantities of rough diamohds involved 
in the proposed transaction for direct 
sale to an industrial consumer or 
diamond tool manufacturer. While 
sales*from importers to dealers need not 
be by utility categories, authorization 
will be denied in the case of substantially 
all dealer’s sales and transfers unless 
they are by utility categories. Where 
brokers are employed to facilitate sales 
and transfers of rough diamonds, such 
sales and transfers must be in the name 
of the principals involved. 

Diamond tool manufacturers and in- 
dustrial consumers. Parcels of rough 
diamonds in assortments of types, sizes 
and qualities may be bought by diamond 
tool manufacturers and industrial con- 
sumers only in amounts that, when added 
to any inventory on hand, are required 
for current use or to maintain a normal 
stock as dictated by sound business 
judgment based on immediate consump- 
tion and anticipated immediate future 
tool demands. 


ABOUT "CUTTABLES" 


Diversion of cuttables. Under para- 
graph (g) of Order M-109, all rough 

amonds purchased or imported as in- 
dustrial stones are conclusively pre- 
sumed to be, industrial stones and may 
not be sold, transferred or used as cut- 
table stones, except as authorized by 


WPB. Such authorization will be 
granted only when it is determined by 
actual inspection of the particular stones 
that they are not required for an jp- 
dustrial use in the war program. When- 
ever the need exists and following actual 
inspection, WPB may determine that 
particular stones imported or purchased 


as cuttables are, in fact, industrial 
stones. 
Imports. Importations of rough dia- 


monds are controlled by WPB’s General 
Imports Order M-63 as amended Sept, 
14, 1944. Under that order any person 
desiring to purchase for import, offer 
to purchase for import, receive, or offer 
to receive on consignment for import, 
or make any contract or other arrange- 
ment for the importing of rough dia- 
monds into the United States must 
apply to WPB for authority to do so. 
Approval of such applications to im- 
port will be based upon a formula that 
takes into consideration the percentage 
of each merchant’s sales to industry of 
the categories under consideration as 
against the total of all merchants’ sales 
to industry in those categories, plus the 
merchant’s relative stock position in 
each category, that is, the relation of the 
merchant’s stock to the over-all stock 
of those categories held by-all the mer- 
chants, as shown by the trading records 
of the merchants involved. An importer 
must demonstrate that he can effectively 
merchandise in direct channels the broad 
(Please turn to page 289) 
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ROUND & SQUARE 


* 
MAX SCHUSTER 


10 WEST 47th STREET 
NEW YORK 


BUY MORE WAR BONDS 
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The Gift Shop Jewelers, Utica, N. Y., 
has moved to a new store at 176 Genesee 

The store is paneled in natural 
mahogany, with mirrors used exten- 


ely. 
pol Stern & Co., importers of pre- 
ous and semi-pgecious stones, have 
announced that their offices at 17-23 
John St. will be open Saturdays begin- 


ning Dec. 1. 
{The Bison Jewelry Co., a new whole- 
sale jewelry firm, has opened offices at 
601 Brisbane building, Buffalo. The firm 
will feature loose and mounted diamonds, 
ous metal ring mountings, and 
stone-set rings. 
4 Members of the Watchmakers Asso- 
dation of New Jersey met Nov. 14 at 
the Essex House in Newark to discuss 
for their 5th annual convention. 
or more about the convention, see else- 
where in this issue. 
ame of the New York Jewelers 
volent Association met Nov. 17, 
Election Night, at the Proctor Lodge 
building. The business session was short, 
and members spent the rest of the eve- 
ning listening to the election returns. 
¢ Retail jewelers of New York gathered 
at the Hotel Commodore on Nov. 19 for 
the November meeting of the Executive 
Board of Retail Jewelers Associations 
of Greater New York. Members of the 
Brooklyn, Metropolitan and Long Island 
groups attended. 
J, S. Zeller has resigned as buyer of 
onds and watches at Abraham & 
Straus, Inc., Brooklyn department store, 
and will resume his position as sales 
manager of American Art Alloys, Inc., 
Kokomo, Ind. The New York show 
rooms will be reopened shortly, Mr. 


Teller says. 


{ Because of confusion in the trade due 
to the similarity in the names of Saul 
Blitz, partner in the firm of Kittay & 
Blitz, 22 W. 48th St., and Louis Blitz, 
’ former employee, the firm wishes to 
make clear that it continues to operate, 
us during the past 18 years, as a part- 
on? etween Saul Blitz and Max 
ay. 
(Ben Fein and Eddie Danziger have 
umnounced that they have assumed own- 
ship of the firm of Baden & Foss 
(Remembrance Ring Co.) at 1 W. 47th 
§t. Mr. Danziger was formerly with 
the ring manufacturing firm of Teitel- 
man-Danziger, Inc., Newark. Mr. Fein 
was with the Kay jewelry store chain 
for 15 years, 
pcp. Martin Berger, son of Sigmund 
gh diamond jewelry wholesaler, 580 
Ave., serving in the coast artillery 
stationed in the Canal Zone, announced 
the birth of a son, Peter Nathaniel, on 
Oct. 28. Before entering the service, 
Captain Berger traveled for his father’s 
toncern through the South and Midwest. 
wife is the former Shirley Grossinan 
ae, daughter of a local mer- 


(Nov. 6 was the date of the November 


‘Meeting of the Horological Society of 


New York. A. Lindig, librarian of the 
p and custodian of the James 
ur Clock Collection at New York 

Wiversity, spoke on “Horological Lit- 

ttature; How to Use It.” Two sound 

Movies, “Time,” produced by the Elgin 
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National Watch Co., and “What Is 
Electricity,” produced by Westinghouse 
Electric, were shown. 

q The New Jersey School of Watchmak- 
ing, Jersey City, was the subject of a full 
page in the Sunday magazine section of 
the New York Daily News for Nov. 12. 
Pictured were Archibald F. McGhee, 
director of the school, and his students. 
The photos depicted Mr. McGhee show- 
ing his students the “know-how” of hair- 
springs, timing, clock repair and other 
precision work. In the school are sev- 
eral disabled war veterans. 

q Benjamin Mellenhoff, who for the past 
several years has been engaged in the 
business of watch repairing and selling 
of watches at retail, in the Heckscher 
building, New York, has sold the busi- 
ness to Raymond J. Madrazo, effective 
immediately. The move is necessitated, 
Mr. Mellenhoff states, due to reasons of 
health which require his getting away 
from confining work at the bench. He 
plans to continue in some other business 
but has not yet decided on a definite 
arrangement. Mr. Madrazo, new owner 
of the business, has been in the watch 
repair field for more than 25 years. 





New Jersey. Watchmakers 
Convention Is Nov. 26 at Newark 


The 5th annual convention of the 
~’atchmakers Association of New Jersey 
was scheduled for Sunday, Nov. 26, at 
the Essex House, 1050 Broad St., New- 
ark, N. J. 

It is expected that this convention will 
have the largest attendance of any con- 
vention in the association’s history. “We 
have every reason to believe that this 
will be our most successful convention 
yet,” said President Van Laar. 

Among the speakers will be John 
DeVogel, vice-president of the United 
Horological Association of America; 
Herman R. Pedrick, president of the 
Horological Association of Pennsyl- 
vania; Louis Haimann, of the New Jer- 
sey RJA. 

Harry Van Laar, for four terms presi- 
dent of the association, declined to run 
for that office again. Mr. Van Laar 
expressed the opinion that four terms 
were sufficient, and also stated that he 
must devote more time to his farm in 
Springfield, N. J. 

Nominated for the office of president 
was Hans Decker, of Jersey City, for 
many years a member of the Horologi- 
cal Society of New York. (At the time 
JC-K went to press, convention elections 
had not yet taken place.) 

The convention business session was 
scheduled to begin at 2 P. M., with a 
dinner dance following. 





Gem Students Meet 


Meeting for the last time before the 
new year, members of the Northern Ohio 
Guild of the American Gem Society dis- 
cussed “Optical Phenomena in Gem 
Materials” on Nov. 14 at the library of 
Western Reserve University. 

Dr. Donner of Western Reserve led 


the discussion, and answered gemological ‘ 


questions by the members. 








H. SORIN, 576 Sth Ave., N. Y.19, N.Y. 








TO ALL OUR FRIENDS 
IN THE JEWELRY TRADE. 
Our sincere wishes for 
A MERRY CHRISTMAS 


and for the New Year, the 
happiness of 
VICTORY IN 1945 
Isidore Friedman, President 
FRIEDMAN GEM CO., INC. 
Precious, Semi-Precious and Synthetic Stones 
71 Nassau. St. New York 











SIMONSBROS.CO.. 


THIMBLES 


PHILADELPHIA 





269 So. 9th ST. 











ENCRUSTERS | 


STONE RINGS ENGRAVED 
@ CRESTS e@ DRIL 
@ COATS-OF-ARMS @ GEM CUTTERS 
@ SCHOOL AND FRATERNAL EMBLEMS 
Batimates furnished without edligetion 


BRAUNFELD & MEHLMAN 
108 Fulton St. New York, N. Y. 





“ORIENTA” 
CULTURED PEARLS 


fF QUALITY 








BEAD SPECIALIST 
All kinds of Genuine Stone Bead Necklaces 
Earrings — Semi Precious Stones 


Selections on request te responsible Jewelers 
Necklaces fen restru 


sthened and ne 
DOUBRAVA CO. 
12 John St., New York City 














ETERNA WATCH COMPANY 
OF AMERICA, INC. 


MAKERS OF FINE WATCHES 
SINCE 1856 


580 FIFTH AVENUE, NEW YORK 
Telephone BRyant 9-8660-8689 
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your Romantic Clientele 


© 





Carved with the three words 
| LOVE YOU 
Made in 18 Kt Yellow Gold 
Special Order Work Upon Request 





A Wedding Ring for 





B. PEREIRA, INC. 
22 West 48th St. New York, N.-Y. 


telco 


CULT ORE PEARLS 





JACK J. FELSENFELD 


** 
a 








PIERCED EARRINGS 
14 K. GOLD 


POPULAR PRICES 
Immediate Delwwery 


Sybania Howelry G 





580 Sth Ave. New York 19, N. Y. 








jRich CosTuME JEWELRY 


Executed in beautiful designs 

in Sterling Silver, with an 

exceptionally Fine Gold Finish. 

Showroom: 366—Sth Ave., New York 
JOSEPH A. RICH 


Manufacturing Jeweler 
198 Broadway New York, N. Y. 








REPAIRING of JEWELRY 


IN ALL ITS BRANCHES 
Also 


SPECIAL ORDER WORK 
ESTABLISHED (910 


M. J. STERN 
61 Beekman St. New York City 
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PEARLS Costume 
Nearest to Genuin 
Orient 
bat Bantires 
BETTY 
385 Fifth Ave 
SHOWROOM HOURS 









Jewelry Stores Report 
September Sales Gain 
8 Per Cent Over August 


Jewelry store sales showed a slight 
increase during the month of September. 
September sales gained 8 per cent from 
Aug. 31 through Sept. 30, and were 3 
per cent higher than in September of 
1943. 

Total sales for the first nine months 
of this year were 4 per: cent higher than 
January through September of last year. 

Number of independent retail jewelry 
stores reporting was 619. Sales in dol- 
lars totaled $5,748,465. 

Despite the 3 per cent gain over last 
year, however, jewelry stores had the 
lowest business gain, as compared to a 
year ago, of any independent store clas- 
sification. Next lowest was filling sta- 
tions, with a 4 per cent gain. At the 
top of the list came sporting goods 
stores, with a gain of 29 per cent. 
Florists were next, with business 16 per 
cent greater than in September, 1943. 
Various types of clothing and ready-to- 
wear stores came about in the middle. 

Business volume, in dollars, was down 

for motor-vehicle dealers, radio and 
musical instrument stores, and lumber 
and building materials dealers. 
_ State showing the greatest month's 
gain in September was Massachusetts, 
where 11 jewelry firms reported sales 
up 46 per cent over August. All states 
reporting declared a gain over August 
except: New Hampshire, down 3 per 
cent; Nebraska, down 3 per cent; Idaho, 
down 12 per cent. 


Maiden Lane Historical Society 
Fall Dinner Held on Oct. 24 


The annual fall dinner of the Maiden 
Lane Historical Society was held this 
year on Oct. 16, at the Warwick hotel, 
6th Ave. and 54th St., New York. Enter- 
tainment followed the dinner. 

Alpheus L. Brown, president of the 
society, gave a brief speech of welcome. 
Other speakers were Edwin H. Dean, 
secretary, and Albert Ulmann, historian. 

Dinner. was preceded by a cocktail 
party for members. 

Thanks were given to Edwin H. Dean, 
who was dinner ‘chairman. 





New York Better Business: Bureau 
Has New 4-Point Program 


Responding to current increased de- 
mands for its services concurrent with 
war and postwar developments, the Bet- 
ter Business Bureau of New York will 
expand its facilities to meet new needs, 
it was announced today by H. Boardman 
Spalding, president of the bureau. 

“Business leaders in New York,” Mr. 
Spalding said, “realize that important 
public problems lie immediately ahead 
which the Better Business Bureau, 
through its specialized functions, should 
be ready to meet and to help solve. Our. 
board of directors and advisory coun- 
cil, therefore, have adopted a four-point 
program which, based on the bureau’s 22 
years’ experience they are confident will 
be of practical value to the public and 
business alike. The keynotes of this 
program are: 

“Protection of returning service men 
and women from all forms of frauds. 





“Militant action against schemes o| g 


separate the unwary from their way 


bonds and savings. cy. 


i 


“Prevention of misrepresentation jg 
the sale of surplus war goods to th 
public. : 

“Furthering the development of volun- 
tary standards to make additional gov- 
ernment controls unnecessary.” 





Due Back Wages, Overtime Paid 
By 7 New York and New Jersey 
Metals and Jewelry Firms 


Within the past five weeks seven ecop- 
cerns engaged in the manufacture of non- 
ferrous metals and jewelry have volunta: 
rily agreed to pay 43 employees a total of 
$4,196 in back wages and overtime due 
them under the provisions of the Fair 
Labor Standards Act, the U. S. Depart- 
ment of Labor announced last month, 

Three of the concerns are located in 
New York City and four in New Jersey, 

Arthur J. White, regional director of 
the Wage and Hour and Public Con- 
tracts Divisions, U. S. Department of 
Labor, New York, stated that no legal 
action was taken’ in any of the cases, 

The concerns are: In New York, J. 
Dembitzer, 119 W. 46th St.; Orgel & 
Chaben, 83 Canal St.; Reiner & Berkow, 
Inc., 42 W. 48th St. In New Jersey, 
Casecraft Products Co., Newark; Kuthe 
Laboratories, Newark; Aurale M. Gatti 
Co., Inc., Trenton; Ascione Electro- 
Plating Co., N. Bergen. 





Hamilton Watch Co. Employees 
Receive Red Cross Citation 


Nearly 400 employees of the Hamilton 
Watch Co., Lancaster, Pa., were cited 
by the Lancaster chapter of the Amer- 
ican Red Cross for their faithful and 
numerous eontributions to the local blood 
plasma bank, in a ceremony held at the 
Hamilton factory: recently. 

LeRoy B. Breneman, vice-chairman 
of the Lancaster Red Cross chapter, 
presented the citation to. Mrs. Jane 
Schoenberger of Hamilton’s balance and 
flat steel department, who has donated 
a total of 15 pints of her blood and is 
waiting for Jan. 1, 1945, to give her 16th 
pint. Mrs. Schoenberger accepted the 
award on behalf of her fellow “Gallon 
Club” members and for the other 400 
Hamilton donors gathered at the cere- 
mony.- The “Hamilton Gallon Club, 
open to those who have contributed eight 
or more pints of blood, now boasts 16 
members and is growing steadily each 
month. 

Mr. Breneman stated that. the citation 
was being awarded on three counts: 
Hamilton employees were the first or 
ganized group in Lancaster to arrange 
a specific time each month to contribute 
plasma; they were punctual in keeping 
scheduled appointments; and they were 
prompt to answer emergency 
additional donors to fill community 
po tal ps of 

rganize epartmen grou 
Hamilton piles A started scheduling 
regular trips to the blood bank early 
in 1943. Since then, according to 
Cross records, their contributions have 
piled up month after month to many 
thousands of pints. 


Back the Attack—sell War Bonds! 
‘ 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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i j Despite Revoeation of Order L-131; 
| Military Insignia Is Still a Problem 


The revocation of Order L-131 several 
months ago seems to have accomplished 
jittle toward solving the problems of 
“pilitary insignia production. Differences 
_ of opinion as to price, specifications and 

roduction ability between manufac- 

rers and the Quartermaster Corps 
were very much in evidence at the last 
meeting of the Officers’ Military In- 
signia Manufacturers Industry Advisory 

mittee. 

Pitter receiving the assurance of the 
WPB consumers durable goods division 
that military requirements would be 
met the Army and Navy agreed to the 
revocation of 1-131; the meeting pre- 
viously referred to was then called to 
obtain the industry’s assistance in solv- 
ing the insignia procurement problem 
facing the Quartermaster General’s 
office. 


NO SAVING ON BRASS 


Looking forward to lifting of con- 
trols on the use of copper some industry 
esmen have pointed out that 
Bote the restrictions there has been 
no saving of brass. In a situation an- 
alogous to that which existed during the 
Ife of L-45, that is, the restrictions, 
while preventing old established manu- 
facturers from supplying their civilian 
customers, are .encouraging newcomers 
and black market operators. The in- 
dustry position is that the restrictions 
prohibit the production of a quality 
article at a reasonable price. Millions 
of insignia devices are now being sold 
by firms whch formerly produced other 
roducts and they are obtaining the 
Kees prices the traffic will bear. The 
established firms are bound by ceil- 
ing prices. Removal of the. restrictions 
on the use of brass would enable the 
established manufacturers not only to 
stamp out the black market in 60 days, 
in the opinion of one industry member, 
but would also effect a substantial sav~ 
ing in brass consumption. 


QUALITY A QUESTION 


As to the difficulty in producing for 
the Army, one manufacturer contends 
that this has been brought about be- 
cause the Army is not accustomed to 
procuring silver and gold plated in- 
fignia. Quartermaster procurements in 
the past have been confined to the 
theaper brass insignia. On the other 
Mand, the Navy, which has adopted 
metal insignia since the war, has been 
Wing both sterling and gold-filled in- 
signia. 

_The demand for gold-filled and ster- 

g insignia is very great, according to 
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WPB. The industry feels that if it 
were permitted to use Treasury silver 
without regard to any ratings the brass 
requirements would be considerably re- 
duced... If this was done it is believed 
that the demands of both the armed 
forces and the civilian dealers would be 
satisfied. WPB’s silver section main- 
tains that it would not block such a 
move but the opposition of the con- 
sumer durable goods division appears 
to be the stumbling block to any such 
freeing of Treasury silver. 


CIVILIAN DISTRIBUTORS 


The industry also maintains that 
since the Army authorized certain 
civilian dealers to handle insignia, 


manufacturers should be permitted to 
sell to those dealers. WPB’s primary 
function is to see that military require- 
ments are met, but WPB officials have 
not lost sight of the fact that many 
manufacturers have been required to 
give their entire output to the military 
services and have been placed at a great 
competitive disadvantage. 

While the industry has indicated that 
there is no desire to favor civilian pro- 
duction industry members have been 
critical of Army procurement methods. 

It has been revealed that Army offi- 
cers have complained that the insignia 
produced under Quartermaster speci- 
fications are unsatisfactory. One manu- 
facturer has claimed that officers have 
strong preference between the product 
of one manufacturer and another. It 
is his further contention that the cur- 
rent central procurement through the 
Quartermaster Corps does not provide 
selection of insignia that might satisfy 
the individual desires of the officers. 
Representatives of the Quartermaster 
Corps says, “’taint so.” 


NEWCOMERS BETTER OFF 


According to reports received at the 
meeting, if the industry confines its 
sales to the Quartermaster Corps pro- 
duction methods will have to be altered. 
Plants are not equipped to make large 
production runs and with existing man- 
power shortages it is impossible to ac- 


cept contracts containing. time limits. | 


This apparently gives the newcomers in 
the insignia field a decided advantage 
since having confined their production 
to one or two items they are in a better 
position to make production runs. If 
the established manufacturers were to 
concentrate on only a few items, their 
production methods would have to be 
changed entirely. 


PRICE PROBLEM 
A price problem also appears to be 


retarding production. on Quartermaster | 


contracts. Insignia for post exchanges 
and other outlets are of a higher quality 
and command a higher price. Because 
Quartermaster insignia are such low- 
priced items, many manufacturers who 
formerly produced nothing but insignia 
were compelled to engage in jewelry 
production to absorb their losses on 
Quartermaster contracts. Some manu- 
facturers who are not experienced in 
insignia production have obtained ‘con- 
tracts but have failed to perform upon 
discovering that a loss would be sus- 
tained, as they had no means of absorb- 
ing their losses. The Quartermaster 
Corps, being bound by rules, must ac- 


TAG & STAMPING CO. | 


CELLULOID 


PARCHMENT, ETC 


NEWARK 2, N. J. 
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CART-CRAFT JEWELRY 60. 
FINE 
GOLD JEWELRY 


using better jades, zircons, 

moonstones, amethysts and 

topaz set in earrings, pins,. 
rings and bracelets. 


1 West 47th St. New York 19 








STONE HOSPITAL 


Repairing of Precious 
and Semi-Precious Stones 


RUBIES—SAPPHIRES 
GARNET—AQUAMARINES 
TOPAZ—AMETHYST—ZIRCONS 


ONYX 
M. BROWN 
LAPIDARY, Inc. 


62 W. 47th St. New York 19, N. Y. 








“CHAMPION” RING GUARDS 


@ WELL CONSTRUCTED—FITS RIGHT 
@ EASY TO INSERT and ADJUST 

@ WILL NOT SLIP OFF 

@ SIZES TO FIT ALL RINGS 


Made in 10 Kt. Gold 
Assorted Sizes 
$3.50 per Dz. Up 


Your Orders Will Be 
Attended to Promptly 


CHAMPION JEWELRY CO. 


37 Maiden Lane *s New York 7, N. Y. 
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If you have difficulty in 
Contract and Repair work—Special 
Order work—communicate with us at 


once. 
all work ¢uaranteed 


SUPERIOR JEWELERS 
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170 East 51st St. New York 22, N. Y. 
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EXQUISITE JEWELRY CREATIONS 


Sterling silver and two-toned gold-and-silver 
combinations: Individually styled. Hand-crafted, 
like precious jewels. Sixteen different designs. 
Pins: $15 each. Earrings to match: $7.00 set 
All Mdse. shipped Rallway Express. COD 


LOUIS VAN ZATSMAN 


7 W. 44th St., N.Y. 18, N.Y. - 
MU 2.9883 MU 2-9461 

















Spring Bars 
Male and Female 
American Set Jewels 


Elgin—Hamilton—Waltham 
IIlinois 


Sold wholesale only—write for 
prices and further information. 


CROWN IMPORTING CO. 


116 Nassau St. New York 7, N. Y. 

















“Sine English” 
SILVER POLISH 


Tested and approved by 
Mleading silver houses. 

x Write for free sample 
WONDER CHEMICAL CO. 








we 545 Third Ave. Brooklya, N. Y. 





cept bids at the lowest price quoted if 
it ean satisfy itself as to the capability 
of the firm making the bid, says the in- 
dustry. 

Naturally, the Quartermaster Corps 
denies that this is so, and War De- 
partment officials told the industry that 
contracts will be awarded on high-cost 
production if the quoted price is in line 
with costs. The Army also maintains 
that while permanent officers may de- 
sire high-priced insignia, the temporary 
officers appear to be satisfied with the 
insignia being furnished by the Quarter- 
master. 

The time lag encountered and _ the 
lack of assurance that there will be a 
continuing demand are also deterring 
acceptance of Quartermaster contracts. 
The industry feels that if restrictions 
on brass and silver were removed, 
there would be constant production. and 
military orders ceuld be filled immedi- 
ately. The Army has no objections to 
lifting these restrictions if such a move 
would help military production, but as 
has been previously pointed out the 
dispute seems to lie wholly within the 
various divisions of WPB. 

Finally, the Army is stationing inspec- 
tors at plants to aid manufacturers in 
answer to criticisms that Quartermaster 
specifications were not being uniformly 
interpreted. 





You May Pay a Christmas Bonus, 
Hire Extra Workers for the Rush, 
Without Seeking WLB Approval 


The War Labor Board has announced 
a Christmas present for retailers — 1) 
extra holiday workers may be hired 
without applying for approval of the 
WLB, 2) employers may grant Christ- 
mas bonuses without WLB approval. - 

Said William H. Davis, WLB chair- 
man: “The policy on bonuses virtually 
eliminates the need for a to 
come to the War Labor Board. They 
do not need WLB approval if the bonus 
they propose to pay does not exceed $25 
or if the bonus plan is the same as they 
used last year. Approval of new or re- 
vised bonus plans will bé virtually im- 
possible under the stringent criteria re- 
quired by the national wage stabiliz- 
ation program. 

“To smooth out Christmas hiring 
problems, employers are permitted to 
hire any number of temporary employees 
without counting them under hiring 
schedules for regular employees.” 


Besides being not in excess of $25 or | 


conforming to last year’s bonus schedule, 
a Christmas bonus must not 1) cause 
an appreciable increase in cost, 2) form 
the basis for an increase in prices, 3) 
create inequities in existing wage rates 
for similar work, 4) be based on claims 
of increased work. 

Under the holiday employee ruling, 
the board will permit employers to hire 
any number of temporary Christmas 
workers at rates over the minimum of 
rate ranges for the job being filled, 
without disturbing year-round hiring 
schedules for their regular employees. 
However, the wages paid the temporary 
employee must not be above the mid- 
point of the wage range for the job. 





APPOINTED SALES MANAGER 


Ben Staufenberger, formerly eastern 
representative for the Marathon Co., 
Attleboro, is now sales manager and 
eastern representative for the Opera 
Pearl Co., maker of Marvella pearls. 





Watch Dealers Failing 
To Properly Mark Bills 
To Retailers, Says OPA 


Many importers and wholesalers of 
watches are not properly marking their 
bills to retailers. So say complaints by 
semonel OPA offices all over the U. §. 

g improperly marked, the bills are 
not in compliance with OPA regula 
— eS = out. 

osep . Frier, attorney of the fi 
of Goldman & Frier, Mow York, poi 
gests that to properly indicate compli- 
ance with OPA regulations, importers 
and wholesalers mark their bills to re 
tailers as follows: _ 

1) If the ceiling prices for the watches 
were established through the applicable 
provisions of GMPR or section 188, the 
following may be stamped on the bill: 
“Our ceiling prices for these watches 
were established under the applicable 
provisions of GMPR or section 188,” 

2) If the ceiling prices for the watches 
were established under the provisions of 
Maximum Import Regulations (after 
Aug. 20, 1948) then, under article IV, 
section 8, bills must contain either one 
of the following, whichever is applicable: 

a) “The invoiced imported’ manufac- 
tured ds are sold to you at a price 
established under section 8 of the Maxi- 
mum Import Price Regulation. Your 
own maximum resale price should be 
determined under that section if it 
would have otherwise been determined 
under the General Maximum Price Reg- 
ulation.” 

(b) “The imported manufactured 
goods are invoiced to you at a price 
subject to approval by the Office of 
Price Administration under section 8 of 
the Maximum Import Price Regulation, 
As soon as a price is approved, you 
will be further advised by us in writing 
of the approved price. Your own maxi- 
mum resale price should be determined 
under section 8 of that regulation if It 
would have otherwise been subject to 
the General Maximum Price Regula- 
tion.” 


Smyth Bros. jewelry store of Renovo, 
Pa., is celebrating its 60th anniversary 
this year. Founded in 1884, the store is 
now owned by descendants of the foun- 
der, John B. Smyth. 

















WATCH CASE SALESMAN 


Attractive position open for 
man with actual watch case 
experience who has abilities 
for eventual promotion to 
Sales Manager. Middle 
West. Our own men know 
of this advertisement and all 
replies will be treated as 


confidential. Send full in- 
formation and snapshot. 
Address 


Box ‘“C., 400,” care 
JEWELERS’ CIRCULAR-KEYSTONE 
100 E. 42nd St., New York 17, N. Y. 
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William Henke, 722 Madison St., 
gton, Del., celebrated his 70th 
Nov. 8 Mr. Henke has been 
ewelry business for 34 years. 
# Albert oe ete after spending three 
in the Army, has been given an 
rable discharge, and is back doing 
elry work at 700 Sansom St. 
4A new branch of the Kurtz jewelry 
2801 W. Girard Ave., has been 
ed at 6922144 Market St. The new 
store, managed by Meyer Kristol, will 
carry @ full line of jewelry. 

Two former employees of Samuel 
(not & Co., 700 Sansom St., were 
home on leave recently. They are Sgt. 
Samuel Kressen, stationed in Kentucky, 
and Corp. Albert Hoffman, on duty in 
California. 

{One of the largest single stone sales 
ever made in Philadelphia took place 
recently. The sale was of a diamond 

‘sold for $175,000, tax included, 
va by Joseph S. Milner of the House 
of Milner, 728 Sansom St., to an un- 
named buyer. 

Miss Blanche Parks, Brown, Gold Co., 

§. 8th St., will be the bride of Nat 
Weinstein of Long Island, N. Y., on 
Dec. 24. Miss Parks, who is known in 
the Philadelphia jewelry trade for her 
record in War Bond sales, will remain 
with Brown, Gold after her marriage. 

A wedding of interest to jewelers of 

Iphia took place on Nov. 5, when 
Eleanor Jacoby, daughter of David 
Jacoby, of Aisenstein & Gordon, 712 
Sansom St., was married to Jerome Ozer 
of Philadelphia. After a honeymoon in 
Florida, the couple took up residence in 
Philadelphia. 
ay Sgt. Fred Weisberg, formerly of 

ouse of Milner, 728 Sansom St., 
received an emergency furlough from 
Texas, where he is stationed, due to the 
serious illness of his baby. Joseph S. 
Milner and Herbert Cozen, both of the 
House of Milner, gave successful blood 
transfusions to the child. 
ge Samuel S. Kind, son of Mr. and 
rs. Philip Kind, of Jenkintown, was 
slightly wounded at Metz, France, on 
Oct. 8, and is now in a French hospital, 
it was learned by his parents recently. 
Captain Kind was formerly associated 
with the firm of S. Kind & Sons, Broad 
md Chestnut Sts., Philadelphia. 
48. Goldin & Co., wholesale jewelers at 
4% S. 8th St., has announced that 


los Angeles Horos Meet 


Fourteen new members were accepted 
Into the: Los Angeles guild of the Horo- 
logical Association of California at the 

» 18 meeting. Two motion pictures 
were shown at the meeting; one on 
watch manufacture and the other on 
diamond cutting and polishing. New 
Members are: Bilton Brunings, F. H. 
Smith, Fred Setterberg, William Wil- 
llams, Melvin A. Russell, Paul T. Wat- 





fn, Hartung’s Jewelers, R. K. Mc- 


Dougal, FE. W. Kemmitz, Miles H. 
Gregory, W. H. Mellinger, E. W. Cary, 
George J. Hollfelder, M. G. Hale, J. L. 
er, Roy W. Bonander, C. F. 
er, Waldemar Heissman, E. C. 
Sgner, Joe Robins, F. A. Lindeburg, 
0. J. Weist. 
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Solomon Goldin has retired from the 
firm. New owners are Bessie Goldberg 
Possoff, who has been associated with 
the firm for 19 years, and her brother, 
Oscar Goldberg, who was formerly asso- 
ciated with the Broadway Credit Jewelry 
Co., Camden, N. J. Still with the firm 
are Frank DiNunzio, Bobby Rhueban 
and Aaron Isreal. 

4q Philadelphia jewelers meet every Tues- 
day at 12:30 at informal luncheons in 
the State House restaurant, 706 Chestnut 
St. According to Joseph S. Milner, of 
the House of Milner, 728 Sansom St., 
originator of the idea, the luncheons are 
held as a means of the jewelers keeping 
in touch with other. members of the 
industry and giving them a chance to 
chat with their business associates. All 
these in the jewelry business are invited 
to attend. 

q The golden anniversary of the found- 
ing of the firm of Joseph B, Bechtel & 
Co. was celebrated at a banquet held 
Oct. 31, at McAllister’s, in Philadelphia. 
F. Clarke Bechtel acted as toastmaster. 
Principal speakers of the evening were 
Harold Alberts, President, and George 
A. Fernley, Secretary, of the National 
Wholesale Jewelers’ Association; Judge 
R. E. Woodside, John Oberholtzer, Earle 
S. Bechtel and the founder of the firm, 
Joseph B. Bechtel. Each lady was pre- 
sented with an attractive souvenir wal- 
let and the men received an inscribed 
personal estate record book. 





Buy Jewelry from Jeweler, Theme 
Of Pennsylvania RJA Campaign 


The Pennsylvania RJA, a revitalized 
association which has stepped up its 
membership to about 575 in only a few 
months after a‘long spell in the dol- 
drums, is beginning a state-wide adver- 
tising drive to sell consumers the idea 
of buying their jewelry in a jewelry 
store. 

“See your jeweler for the best in 
jewelry” is the campaigg slogan which 
will be featured in newspapers, by direct 
mail, on billboards, car cards, etc. 

According to Leenard Helfer, vigor- 
ous president of the association, the 
campaign has two aims: (1) keep 
jewelry sales where they belong—in the 
retail jewelry store; (2) educate con- 
sumers to bring repairs, questions on 
gems, etc., to the jewelry store experts. 

Other ambitions of Mr. Helfer for his 
organization—promote trade diversion, 
fight fake wholesalers, plan for postwar, 
build a well-founded reputation for good 
service. 

Mr. Helfer was recently appointed to 
the legislative committee of ANRJA. 





O. A. Jenkins, son of A. O. Jenkins, 
founder and president of the Duval 
jewelry chain which operates stores in 
Florida, has been named general man- 
ager of all the Duval stores. Announce- 
ment of the appointment was made at a 
recent dinner for Duval employees and 


guests. 





The Midwest Jewelry Co. of Okla- 
homa City has moved to larger quarters 
on the 5th floor of the Perrine building, 
B. F. Kerr, manager, has announced. 





JOS. B. BECHTEL & CO., INC. 
729 Sansom Street 
PHILADELPHIA, PA. 


WHOLESALE JEWELERS 


WATCHMAKER’S & JEWELER’S 
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YARD F. BROGA 
Manutecturer of Distinctive Diamond 
Mountings and Wedding Rings _ 


805 Sansom Street. Philadelphia 








Philadelphia College of Horology 


SCHOOL FOR WATCHMAKERS, 
JEWELERS AND ENGRAVERS 
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PHILADELPHIA, PA, 
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JOHN J. BOWMAN, Director 
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For Immediate delivery! 
THE NEW W 44 DESK SET 
A Masterpiece in Hand Carved Maple 
50% trade discount—order today! 


STATIONERS SPECIALTY CO. 





19 West 21st St., New York 10, N. Y. 
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UNTIL HE 
HOLLERS 
“UNCLE”! 


We're doing out very best to 
help you to keep your stock 
up to the level reasonably ex- 
pected. After the Japanazi’s 
quit—you can look forward to 
a complete showing of pre- 
wart favorites and a dramatic 
presentation of the new things 
—FIRST! 





lf You Think 
Christmas Comes But 


Once A Year 
SEE PAGE 247 


_is decorated in a modern theme. 
venirs were given to visitors on the open-. 











21 WEST 
BALTIMORE ST. 
BALTIMORE, MD. 


“AN INSTITUTION 
of DEPENDABILITY” 


ESTABLISHED 1885 









ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 


@ JEWELRY ®@ 
5 HOPKINS PLACE, BALTIMORE, MD. 














4 Modern Design Jewelers is the name 
of the new jewelry firm opened by J. W. 
Bourne at 1226 Maison Blanche build- 
ing, New Orleans. Mr. Bourne will spe- 
cialize in diamond setting and hand- 
made jewelry. — 

4q The Pimlico jewelry store has been 
opened on Park Heights Ave. in Balti- 
more. Owners are Simon Stein and 
Edward Blumenfeld. Mr. Blumenfeld 
was at one time connected with the U. S. 
Jewelry Co., Baltimore. 

4q The Polan Supply Co. has opened in 
suite 401-02 Portlock building, Norfolk, 
Va., specializing in watch parts, straps 
and crystals, watchmakers’ tools, and 
jewelry and jewelers’ supplies. Owners 
are Robert M. Polan and Arthur Polan. 
4q Sam Israel, owner of the Royal Jewelry 
Co., 1485 Winchester Ave., Ashland, 
Ky., has purchased the entire block of 
stores facing Winchester Ave. between 
14th and 15th St. The property includes 
four buildings, one of which houses the 
Royal Jewelry Co. 

q The Kaniss Jewelry Co. at 11 Florida 
Arcade, St. Petersburg, Fla., has opened 
its second store at 440 Central Ave., 
St. Petersburg. The new store will be 
managed by Mrs. Paul Kaniss. E. H. 
Kaniss, proprietor of both stores, has 
been in the jewelry business for 20 years. 
4q About 2000 visitors attended the open- 
ing of a new jewelry store in Norfolk, 
Va., last month. Edward P. Levine 
and Irvin R. Levine are the owners, and 
name of the firm is Levine’s. The store 
Sou- 


ing night. 





Sales to Foreign Diplomats 


Jewelers in Washington, D. C., please 
note. 

The Treasury Department has ruled 
that diplomatic representatives of for- 
eign countries do not have to pay the 
retail excise tax on jewelry. Sales to 
diplomatic personnel of foreign coun- 
tries are not taxable, and retailers do 
not have to charge a tax to them or pay 
a tax on sales to them. 

However, the retailer must require 
proof of the purchaser’s status. The 
purchaser must show his diplomatic cre- 
dentials- and must give the retailer a 
signed statement, to be kept on file by 
the retailer, that he has diplomatic 
standing with the U. S. State Depart- 
ment, 


SENTENCED FOR ROBBERY 


Three negoes received prison sentences 
last month for breaking into and rob- 
bing Lody Jewelers, 303 N. Main St., 
Kokomo, Ind. Discovering that the 
jewelry store had an open transom, one 
of the three cut the wire screen and 
climbed through, assisted by one, while 
the third stood guard. They were ac- 
cused of taking $500 worth of jewelry 
from the Lody store. Jewelry tags, 


which had worked down behind the seat 
of a car the trio was said to have stolen, 
provided a’ clue for police. 








q A course for retail store owners and 
managers on “How to Train an Em- 
ployee” is being offered by the Peters. 
burg Retail Institute, Petersburg, Va, 
The course will be taught at a serieg 
of breakfast meetings. The institute jg 
the adult education division of the 
Petersburg school board’s department of 
distributive education. 
q A show window in the Charles gt 
front of the Samuel Kirk & Sons’ jewel- 
ry store at the corner of Franklin St, 
Baltimore, was smashed by a thief or 
thieves with a brick some time between 
3.80 and 3.50 A. M., Nov. 7, and eleven 
pieces of jewelry valued at $630 were 
stolen. The discovery of the theft was 
made by the patrolman on the beat jn 
making his rounds. The loot consisted 
of rings and bracelets. 
q Klein & Son, Montgomery, Ala., is 
avoiding that phrase “don‘tcha know 
there’s a war on?” in explaining wartime 
shortages. The firm is training its sales 
force to avoid mentioning the war in 
explaining a lack of particular merchan- 
dise—any manner of courteous regret 
can take place of the too often used 
reminder. 

Klein & Son has installed a new hear- 
ing aid department, under the manage- 
ment of Mrs. Elaine Watson. 


War Fund Dinner 
(From page 276) 


division of the New York War Fund; 
Richard W. Lawrence, campaign chair- 
man of the Fund; Phil Baker, of radio’s 
64-dollar-question fame; Fannie Hurst, 
world-noted novelist, and Dr. James L. 
McConaughy, president of the United 
China Relief. Interspersed with these 
celebrities were servicemen and women 
representing the Army, Navy, Marine 
Corps and the Coast Guard. Also at 
the speakers’ table were G. H. Niemeyer, 
general chairman of the jewelry and 
allied trades division, Mr. Schwab and 
Milton Weill. 

The dinner was begun with the play- 
ing of the national anthem by the U. 5. 
Coast Guard Band, after which Lt 
Commander Joshua L. Goldberg, Ch. Cy 
U.S.N.R., gave the benediction. Mr, 
Niemeyer carried off his role of toast- 
master very aptly, introducing the above- 
named speakers. Naturally Phil Baker 
put over his—‘Now will you try_ for 
the $64 question,” with Mr. Farley, Miss 
Hurst and a service man all taking him 
for the limit. Their winnings were con- 
tributed to the Fund. 

Winding up the evening was the pledg- 
ing of contributions to the Fund. On the 
stage.was a huge cash register and as 
each pledge was called off, the sum was 
“rung up” on the register. Pledges for 
the evening from firms and their mem- 
bers present totaled $254,000, The quota 
for the jewelry and allied trades divi- 
sion had been set at $300,000, a sum 
which Mr. Schwab stated they confident- 
ly expected to top when other firms not 
represented that evening were hea 
from. 








Jerry and Lionel Harwin have opened 
a new jewelry store at 912 State St, 
Santa Barbara, Cal. 


THE JEWELERS’ CIRCULAR-KEYSTONE 













Firm Loses Priorities 
for 3 Months Because 
Of Violation, Says WPB 


and Unauthorized purchases and sales of 
Em- large quantities of sterling silver iden- 
vo tification neck chains for Navy personnel 
Va. in violation of War Production Board 
Ties regulations will cost a New York cor- 
e is ration a three months’ suspension of 
the | priorities privileges, the WPB compli- 
t of ance division announced today. 


A. E. Garner and Company, Inc., 170 
St. Fifth Ave. New York, on October 6, 


wel- 1943, issued certification for delivery of 
St, 144,000 sterling silver identification neck 
I or chains, when it was entitled only to ob- 
veen tain 14,400 chains, WPB said. 

ven The Garner firm ordered 28,800 chains; 
vere in May it ordered an additional 57,600 
was chains, also with improperly extended 


t in AA-1 preference ratings, which it had 
sted no right to issue, WPB said. 

A. E. Garner, the firm’s principal 
a officer and stockholder, admitted to WPB 
now oficials that he was personally familiar 
time with Priority Regulations Nos. 1 and 3, 
sales which he violated willfully, when he dis- 
r in of a “large, but undetermined 
han- number of the silver chains,” which the 
gret compliance division estimated at 200,000, 
used to persons and parties not having proper 
preference ratings, WPB said. 

ear- Accordingly, the Garner firm, and 
age- Mr. Garner have been placed under 





Rough Diamonds 
(From page 282) 


und ; range of currently utilized types, sizes 
hair- and qualities of rough diamonds, and 
dio’s that his financial structure is strong 
urst, enough to enable him to keep in stock 
s L. such rough diamonds as come into his 
ited possession that may not be currently 
hese useful industrially. 

men Inspection. The War _ Production 


rine Board may inspect any shipment of 
o at tough diamonds imported into the United 
eyer, States whenever it considers such in- 
and spection desirable to carry out the pur- 
and poses of the order. 
Appeals procedures. Appeals from 
lay- § provisions of M-109 shall be filed by ad- 
J. §, dressing a letter in triplicate to the War 
Lt Production Board, Empire State Build- 
. Cy ing, New York, N. Y. Reference: M-109. 
Mr. § The letter of appeal need not follow 


oast- my particular form. It should state 
gone informally but completely the particu- 
ye lar provision or provisions appealed 


ftom, the precise relief desired and the 
Miss teasons why denial of the appeal would 





= tesult in undue and excessive hardship. 
ledg- The Ben Lewis jewelry store at 150 
n the Pine Ave., Long Beach, Cal., has been 


d as tehased by A. A. Ruchti and Arnold 
uchti. New name of the firm is Ruchti 





| was 

s for § 810s. Jewelry Co., and Mrs. Lelia Starr 
nem- § 8 the manager. 

juota 

psi More than 1000 guests attended the 


Tecent opening of J/D Jewelers, 403 
Market St., Wilmington, Del. Philip 
ey and Bernard Jacobsen are co- 
‘wners of the new store. Alex Grass is 
store manager. 
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Ss 
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ened 

- Sty Andrew D. Sheret has opened a new 
Iry store in Olean, N. Y. Name of 
shop is Sheret’s Jewelry. 

aad lerms of WPB Consent Order No. C-220, 
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effective Oct. 29, and expiring on Jan. 
81, 1945, during which period the cor- 
poration must operate without priority 
ratings and preferences for the purchase 
or delivery of any merchandise. 


AGS Starts Nation-Wide Campaign 
Of Advertising and Publicity; 
Will Include National and Local 


Getting in to full swing is the adver- 
tising and publicity campaign started 
by the American Gem Society for the 
benefit of its member Registered Jewel- 
ers and Certified Gemologists. The So- 
ciety is asking members to contribute 
to a total fund of $150 thousand to sup- 
port the program. 

The advertising campaign will not be 
confined to local use of mats and dis- 
plays, although these will also be pro- 
vided for members to use in their own 
advertising. 

A national advertising campaign, 
which will include advertising in such 
consumer magazines as Harper’s Bazaar, 
Vogue, Life, Saturday Evening Post, 
Good Housekeeping, etc., is a major part 
of the plan. 

Also on the program is a nation-wide 
publicity campaign. Feature articles will 
appear in such publications as Life, 
Reader’s Digest, Woman’s Home Com- 
panion, Town §& Country, and other 
national magazines. 

Publicity will also include special local 
stories, to be released in cities and towns 
where members have their businesses. 

Present informational material—book- 
lets, pamphlets, etc.—will be revised, 
and supplementary material will be 
added. 

Main objectives of the program, says 
Guilds, AGS official publication, is “a) 
to meet the increased competition of the 
postwar market and b) to educate the 
public concerning the dependability and 
quality of merchandise and service 
offered by the Registered Jewelers of 
the country, thus laying the cornerstone 
for continued prosperity through the 
years to come.” 

Basic plans for the program were 
laid out at a meeting of the AGS adver- 
tising committee in Cazenovia, N. Y., 
late in September. 

Advertising committeemen are: Ed- 
ward F. Wright, Wright, Kay & Co., 
Detroit, chairman; J. S. Kennard, Ken- 
nard & Co., Boston, secretary-treasurer ; 
Orlando S. Paddock, Fred J. Cooper, 
Philadelphia. 





New Jewelry Stores 


Merrill Meadows has opened a jewelry 
store in the Springfield National Bank 
building in Springfield, Mass. Mr. Mead- 
ows recently received a medical dis- 
charge from the service. 


Lawrence Jewelers will soon open a 
new store at 5727 6th Ave., Kenosha, 
Wis. Arthur Lawrence, president of the 
firm, is the former manager of Herbert’s 
Credit Jewelers in Kenosha. 


Ed Altman and Harold C. Greenstein 
are owners of a new jewelry store, Alt- 
man & Green, at 122 E. Fayette St., 
Syracuse, N. Y. Formal opening of the 
store was on Aug. 25, with leather-bound 
addtess and memorandum books pre- 
sented to all visitors. Slogan of the firm 
is “The House of Personal Service.” 
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CONSISTORY RINGS 
NOW 





These Rings are made in 14-kt. with 
Palladium Eagles. 


GEORGE BLADEN, INC. 
RINGS 
LAFAYETTE BLDG. — BUFFALO, N. Y. 


Samples sent to reliable Jewelers on request. 














DTN ES 
REFINISHED 


» 


The highest grade of work for jewel- 
ers requiring the best 


ROYAL DIAL & REFINISHING CO. 


116 Nassau St. New York 7, N. Y. 
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All your new supplies; such as: wel- 
lets, scales, gauges, diamond papers, 
loupes, tweezers — everything will 
reach you with the most perfect ser- 
vice when ordered from the largest 
diamond jewelers’ supplies office in 
the world. 


INC. 
7 West 45th St. 
ty U.S.A. 


Wanna Bet? 
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NICKEL SILVER 
PHOSPHOR BRONZE 
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The only complete course in gemology, 
the science of all gem stones. 


Special courses 
in all jewelers’ merchandise except 
watches. 


GEMOLOGICAL 
Dost. J-12, 541 S. Alexandria, Les Angeles 5, Calif. 
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Burton W. Briggs, of the E. H. Saxton 

.» Boston, has returned to work after 
a siege of pneumonia. 

Leo Levy, formerly with Robinson & 

.» Jewelers, Boston, is now associated 
with Goldland Jewelry Co. 

q Bernard Boas, of the J. A. Foster 
Co., Providence, R. I., is back at work 
again after an extended illness. 

Hyman Goldman, formerly located in 

the Jewelers building in Boston, has 
opened his own store in East Boston. 
q Louis Masciarelli has opened a new 
store at 227 Main St., Marlboro, Mass., 
to be known as the Masciarelli Jewelry 
& Radio Co, 

S. Nazarian, formerly with the Schnei- 
er jewelry store in Lawrence, Mass., 
has gone into business for himself in 
the same city. 

Mark Selig, formerly with the Whalen 

ewelry Co. in Worcester, was recently 
made manager of the Kay Jewelry Store 
in New Bedford. : 

q Eugene Landry, formerly with the 
Lampila jewelry store in Fitchburg, 
Mass., has started in business for him- 
self in Fitchburg. 

q Among new employees at Swartchild 


& Co., Jewelers building, Boston, are: — 





What's New... 


If you’ve moved your store to a new 
location, opened a branch store, re- 
modeled and_ installed new fixtures, 
celebrated your golden anniversary in 
the aden f business—or joined the 
Army—we’d like to hear about it. 


Jeweers’ Circutar - Keystone wants 
news from you and about you—it’s your 
magazine! So if ‘you have some news 
about yourself and your business, send 
it to: Jewerers’ Crecuiar-Keysrone, 100 
E. 42nd St., New York 17, N. Y. 


Elaine M. McCollum, Christine H. Gil- 
lis, and Lucy L. Leitsinger. 

q John “Nick” Carter, of Smith-Patter- 
son Co., Boston, is back in the watch 
sales department after a summer as 
golfing pro at the Poland Spring House 
in Maine. 

4D. C. Percival & Co. is now advertis- 
ing Boston in a big way on its envelopes 
which are stamped with a meter ma- 
chine, picturing Boston as the “Hub of 
the Air Universe.” 

q Bruce Waters, of St. Petersburg, Fla., 
has just completed a two weeks’ labora- 
tory course with Dr. Edward Wiggles- 
worth at the Gemological Institute lab- 
oratory, in Boston. 

qBeatrice Palmer, of Gardner, Mass., 
has sold out to a Mr. Stanley, formerly 
with the Schneider jewelry store in 
Lawrence. The firm will be known as 
Palmer Jewelry Co. 

q Fred T. Widmer, of 31 West St., Bos- 
ton, former president of the Massachu- 
setts & Rhode Island RJA, has been 
confined to the Faulkner hospital, Bos- 
ton, with pneumonia. 

q Joseph E. Burke, formerly with the 
Washington Jewelry Co., Boston, as ad- 
vertising assistant, now a private Ist 






















class in the Army, has been reported 
missing in action in Italy. 
q To the Washington Jewelry Co., Bog. 
ton, goes the distinction of being the 
largest single donator to the United 
Jewish Appeal campaign—the biggest 
donation from any jewelry store in Bos- 
ton. 
q Mr. and Mrs. M. A. Noury, of Man- 
chester, N. H., recently celebrated their 
25th wedding anniversary with a dinner 
and reception at the Joliet Club in Man- 
chester. Several Boston jewelers were 
guests. 
q Out-of-towners visiting Boston recent- 
ly: A. J. LaRochelle, of Rochester, 
N. H.; William A. Robichaud, of Leo- 
minster, Mass.; Mr. Halpin, of Elliott’s 
Jewelry, Fitchburg, Mass.; and W. A. 
Sawyer, of Keene, N. H. 
4q The Falmouth Jewelry Shop in Fal- 
mouth, Mass., formerly owned by Mr. 
Hirsch of Hyannis, has been sold to 
Edwin Gray, who will continue to 
erate the store under the name of the 
Falmouth Jewelry Shop. 
4q Theodore M. Page, with International 
Silver Co. for 21 years, is taking over 
territory of Connecticut, New York 
State, and parts of Massachusetts and 
Vermont for Harkins & Murphy Co, 
Boston. He will make his headqeattile 
in Meriden for the present. 
q Ray Peacock, of the watch repair de- 
partment, the Smith-Patterson Co., Bos- 
ton, is back at the bench after a three 
weeks’ vacation in Maine. Dorothy 
Denaro, of the gold department at 
Smith-Patterson Co., is all pepped up 
over a new home in Dedham. 
q The Philadelphia Quartermaster Corps 
announces awarding to Silverman Bros. 
Providence jewelry manufacturing firm, 
of a contract for 164,000 silver expert 
infantryman qualification badges. Silver- 
man Bros. is one of the leading war pro- 
duction firms among the jewelry con- 
cerns in the city. 
» Nadrateane ye jewelry firms were near 
top of the list in the Rhode Island 
United War Fund campaign. Manu- 
facturing jewelers placed 2nd in the 
industrial division with 115.7 per cent of 
their quota. Head of the drive among 
the jewelry men was Frederick A. Bal- 
lou, Jr., treasurer of B. A. Ballou & 
Co., Providence findings firm. 
4 A spot survey of Providence jewelry 
stores reveals that the public in that ci 
will be able to buy “something or othe 
in the stores during the Christmas sea- 
son. Inventories are very spotty but 
total stocks on hand were considered 
fairly good in view of present conditions. 
The stores intend to add extra sales- 
people to at least the extent of last year 
—but are not too confident of being able 
to get the help. 
4 In the Ist action of its kind since the 
start of a long series of Providence 





Henry Green and Boris Farland have 
opened a new jewelry store, under 
name of Greens, at 726 Euclid Ave, 
Cleveland. Mr. Green has been in the 
jewelry field for the past 22 years, 15 
of which he has managed several credit 
‘stores. Mr. Farland also owns and 
operates Read’s jewelry store in Cleve- 
land. * 
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Jant robberies about a year 
Jaeger, president of the Fed- 
‘Chain Co. of Providence offered a 
$1,000 reward for evidence which would 
jead to the solution of the robbery of 
between $18,000 and $15,000 worth of 
and silver chain from his plant. 
while, Providence police are con- 
dinuing their efforts to solve the jewelry 
breaks and have arrested several men. 
4 George Wilson, 4 member of the Bos- 
ton Mineral Club, was a speaker at the 
on Oct. 19 at the Boston branch 
of the Gemological Institute of America, 
jn the Boston laboratory rooms at 69 
Newbury St. He spoke of occurrences 
@ gem minerals in rocks. A general 
was also conducted, each member 
g one query and the questions 
shuffled for general answering. 
Dr. Wigglesworth conducted a quizz 
his advanced students on the iden- 
tification of “stumper” stones. Richard 
Chesley, of Thomas Long Co., conducted 
gcass for beginners. Twelve members 
were present at the October meeting. 





Plated Flatware 
(From page 273) 


reasons top manufacturers would not 
uce this grade for public consump- 


Although the amendment is too re- 


definite schedule of how much of the 
roved” plated flatware he hopes to 
pet for regular retail distribution, 
was generally agreed that the “im- 
proved” grade is of sufficiently high 
muallty for well-known producers to go 
with as much production as they 

an under existing circumstances. 
g circumstances” are where 

the bad news comes in. 


WAR WORK HEAVY 


' Manufacturers are still not allowed to 
make plated flatware if it will interfere 
with war work—and most of them are 
al but snowed under in war contracts. 

Also, manufacturers will not be al- 
lowed to produce plated flatware if it 
itterferes with war work in other plants 
ta labor shortage area. In the opinion 
# informed sources, this may mean no 

ted flatware for many, many months 

come—until the manpower situation 
tases considerably. 

Copper, the most important metal in- 
wolved, will be handed out by WPB on 
‘quota basis. Therefore, although a 
Manufacturer may wish to go all-out on 
production of silver-plated flatware with 
‘copper alloy base—and may be able 
obtain sufficient manpower to do so— 
te still doesn’t know just how much 
“pper WPB is going to give him. Manu- 

rers questioned would not venture 
* guess on the amount of copper they 
might be allocated. 


SILVER IS SHORT. 


Another wart on the wheel is silver. 
now silver is extremely hard to 
Refiners are turning it over to 
their customers on a quota basis. The 
teason is that same old bugaboo, man- 
. There are not enough miners to 


power 
BF suficiont silver out of the ground, 


ad at this time Treasury silver may be 
for war production. — 

Therefore, although manufacturers 

May be ready and willing to stock re- 
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tailers shelves with silver-plated flat- 
ware, there is a big question as to just 


when they will be able. It is estimated 
that it will be at least one month before 
copper allocations are made by WPB, 
before possible production even gets 
underway. 

In general, manufacturers estimate 
that there will be no sizable output 
until the manpower situation eases— 
which may mean until the end of the 
war. 





” All Officers Are Re-elected 


At Meeting of Boston Jewelers 


Election of officers of the Boston 
Jewelers Club for the coming year took 
place at the annual meeting of the club 
in the Green Room at the Hotel Gard- 
ner on Nov. 10. About 50 members were 
present. 

John’S. Kennard, of Kennard & Co., 
was re-elected president; J. Gould Cook, 
of A. Stowell & Co., was re-elected vice- 
president; and Carl Lawton, of E. H. 
Saxton Co., was re-elected secretary and 
treasurer. 

The following directors also were re- 
elected: Allen Davidson, of Thomas 
Long Co.; Ellsworth Read, of Kettel, 
Blake & Read; Sturgis Rice, of Whiting 
Davis Co.; William L. Stone, formerly 
with Gorham Mfg. Co.; August Sweet- 
land, of C. W. Sweetland & Son; and 
L. Blaine Libbey, of Milford. 

Secretary Lawton reported that the 
club had started the new year with a 
full membership quota of 150. 





Diamond Cutting in S. A. 


Expressing optimism concerning the 
postwar prospects of the diamond cut- 
ting industry in South Africa, the 
African World in a recent article de- 
clares that local wages are “five times 
those paid in Antwerp and Amsterdam.” 

The article says, in part: 

“Reviewing both the prospects and 
revival of the Low Countries cutting 
industry and its influence on the same 
trade and industry of the Union, there 


is abundant reason for renewed confi- . 


dence in our own cutting which is likely 
to be little, if at all, affected, while 
rough sales are unlikely to show any 
decline due to what virtually will be 
a new market. 

“Present prices will be maintained, 
no cost reduction for rough stones be- 
ing contemplated as this would mar con- 
fidence in the industry so well estab- 
lished.” 


ns * 


Church Goods 
(From page 271) 


WPB said that ordinarily application 
for copper and brass for this purpose 
would not be granted, but that the 
shortage in silver made it difficult for 
manufacturers to fill orders. Church 
goods manufacturers have had a con- 
siderable increase in orders since the 
war began, due to the lack of imported 
goods, WPB said. 

WPB officials emphasized that allot- 
ments would be made only for the manu- 
facture of items actually essential to a 
religious service, such as chalices, and 
would not be available for the produc- 
tion for church goods of the jewelry 


type. 
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JEWELERS and 
THEIR EMPLOYEES 


* 


why do you pay 2/3 more 
for your fire insurance when 
the Jewelers’ Own Company 
makes this great saving for 
you 


we insure stock, buildings, 


dwellings and household 
goods 
Write to-day to 


NATIONAL JEWELERS 
MUTUAL FIRE 


INSURANCE COMPANY 


Jewelers Insurance Building 
NEENAH, WISCONSIN 


“savings & protection since 1914” 











New Fourth Edition 
WITH THE WATCHMAKER AT THE 
by Donald DeCarle 
cal watchmaker aud student—also these 
aircraft instrument making and repairing 
Price: $3.00 
Postage Prepaid 


For the 
engaged 


THE JEWELERS’ CIRCULAR-KEYSTONE 
100 E. 42nd St., New York, M. Y. 
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Six "Eggs" to "Roosters" Grow 
At 23rd Annual Fall Frolic 
Of Chicago Salesmen’s Club 


of The Golden 


For the members 


Roosters of Chicago their 23rd annual | 


Fall Frolic on Nov. 9 started in the 
cocktail room of the Lincoln Lounge 
at the LaSalle Hotel at 5:45 P. M. But 
for the six “eggs” it began early in the 
afternoon. 

The process of incubation for O. 
Thomas Kuhn, Son & Prins Co:; Ralph 
Milhening, and Arthur Brill, J. Mil- 
hening, Inc.; Joseph Shulman, F. M. 
Gottlieb & Co.; John Babb, Warren- 
Telechron, and Henry Albers, Peacock- 
Albers Co., all grotesquely costumed, 
began with parades and stunts in the 
jewelry section of the loop district and 
continued throughout the evening under 
the direction of the wrecking crew. Few 
batches of “eggs” were ‘ever given more 
reason to be impressed with the serious- 
ness (?) of this organization which has 
attained new heights. in everything this 
year under the able and conscientious 
leadership of Chanticleer Herman Kram- 
er, of Lassau & Kramer. 

More than 100 were in attendance to 
enjoy the dinner and ‘entertainment 
which began with a show by 20 of the 
boys from the Division street Y. M. 
C. A., and closed with a variety show 
by talent from theatres and night clubs. 
The boys from the Y. M. C. A. repre- 
sented the underprivileged boys of the 
neighborhood. Each year The Golden 
Roosters sponsor an outing for the boys 
at Camp Channing, Michigan, under the 
direction of Dick Maske, and last sum- 
mer in addition to providing a station 
wagon for transportation provided two 
weeks outing for 150 boys. 

At this meeting a substantial sum was 
aoere for outings in the summer of 































4 Frank Kelly, of the membership de- 
partment of the’ Jewelers Board of 
Trade, spent several days in Chicago 
early last month, returning to Proyj- 
dence after a ‘four weeks’, business tri 

to cities of the Midwest, South om 
Pacific coast. At the present time the 
membership is the largest in the history 
of the organization. 

q Harold M. Cohn, Shaw Bros., 19 W, 
Van Buren St., announced last month the 
purchase of Katzen Bros., Jewelers, credit 
store at 168 N. State St., as of Nov. 1. A 
new corporation, of which Mr. Cohn js 
president, will operate the Katzen busi- 
ness. Jacob H. Lew, former Katzen pro- 
prietor, will devote his entire time to his 
other store, the Charles Co., 324 S, State 
St. 

q On Jan. 31, 1945, Dave Goldberg, 
Leonard Simon and Clifford McLand 
will take over the business of Drach & 
Weinfeld Co., at 29 E. Madison St. Mr, 
Goldberg and Mr. Simon have been asso- 
ciated with the business, Mr. McLane 
joining the organization this fall. Gus 
Weinfeld, who has been in the jewelry 
business in Chicago 53 years, 48 of 
which he traveled on the road, will con- 
tinue with the company as salesman for 
two years, after which he intends to re- 
tire and divide his time between Floride 
and California. 

q Nearly 100 members and guests at- 
tending the monthly dinner meeting of 
the Chicago Credit Jewelers Association 
at the Standard Club the night of Nov. 
1 heard a talk on radio advertising by 
Irving Rockland of Rockland Irving & 
Associates agency. President Valentine 
Jones introduced the new executive sec- 
retary, Ben Sachs, who succeeds Ben 
Halpern, recently resigned. Mr. Jones 
also announced that the directors had 
named Norman Kernis, Noman Jewelers, 


(Please turn to page 295) 
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WATCH MATERIALS & SUPPLIES, TOOLS & 
OPTICAL GOODS 


ASK FOR OUR CATALOG 
% 2 ROR RSA 


Our new line for the holiday rush is now ready for delivery. 
Gold filled lockets, spray pins, solid gold cluster and tiffany 
setting earrings for pierced ears and regular, gold filled and 
sterling silver identification bracelets, solid gold birthstones, 
signet, baby, gents, and ladies rings. Window displays, watch, 
ring, and fancy boxes, cases and dials, new and rebuilt watches. 


We are still filling orders for watch materials and watch 


ASK FOR OUR NEW “FINGERPRINT” CATALOG AND 
PRICE LIST 


BROS. 


JOBBERS 


CHICAGO 3, ILLINOIS 
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« ..,. that government of the people, 


by the people, and for the people shall 
not perish from the earth.” 


© Carr. Wiuzer Noyes Eart, 29, was 
killed in action in France on Oct. 1. 
Before entering the Army he was a 
member of the William A. Rogers sales 
division of Oneida, Ltd. His father, 
Wilber T. Earl, is a director and sales 
executive of the Community sales divi- 
sion of Oneida, Ltd. Captain Earl en- 
tered the service in March, 1941, and 
went overseas in April, 1944. He was 
commander of a rifle company with a 
division of General Patton’s 3rd Army. 
His division was one of those which took 
part in the Cherbourg campaign. , Cap- 
tain Earl was commissioned a lieutenant 
at Fort Benning, Ga., receiving his pro- 
motion to captain in June, 1943. 

© Prc. Leon Linpaurr, 19, son of Mrs. 
Yetta Lindauer, of the firm of L. Lin- 
dauer. Savannah, Ga., was killed in ac- 
tion in Italy on Sept. 28. Overseas since 
March 1, Private Lindauer entered the 
Army on July 1, 1943, soon after his 18th 
birthday. 


UTE 


Joun A. Aspen, of the firm of Abel 
Bros. & Co., Inc., New York, died Oct. 
25 on the way to his hotel. Mr. Abel 
was widely-known in jewelry circles, and 
traveled a good deal for the Abel firm, 
of which he was president. He and his 
brother, Edward C. Abel were associated 
in business together for 51 years. Mr. 
Abel was a member of the Society of 
Old Brooklynites and of St. George’s 
Club of New York. He was also a 
member of the Royal Arcanum for 49 
years. 

Max A. Barkan, president of M. B. 
Barkan Co., Milwaukee, Wis., died re- 
cently. 

Hmam A. Briss, 91, former vice-presi- 
dent and general manager of Gorham 
Mfg. Co. and at one time president of 


' the Jewelers Board of Trade, died Nov. 


M4 at his home in the Hotel Sherman, 
New York. Mr. Bliss joined Gorham 
at the age of 18. He was made vice- 
‘president and general manager of the 


firm in 1904, and held that office until his 


retirement in 1924. From 1892 until 
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1910 he served as a director and also 
as president and vice-president of the 
Jewelers Board of Trade. He was also 
a director of the Fifth Ave. Association 
from 1906 until 1919. 

Wuu1am Copan, 72, formerly head 
silver designer with the Gorham Mfg. 
Co., Providence, died Nov. 7. Mr. Cod- 
man was head of Gorham’s design de- 
partment until his retirement in 1938. 


Ozro P. Date, 57, retail jeweler of 


Martinsville, Ind. died at his home 
Oct. 25. 
Epwin B. Freeman, 40, former vice- 


president and secretary of Myron E. 
Freeman & Bro. Co., Atlanta, Ga., died 
Oct. 31, after a brief illness. He was 
a past-president of the Georgia Retail 
Jewelers Association. 

A. W. Lone, of Henry Paulson & Co., 
Chicago, died Oct. 28. Mr. Long was 
in his 90’s. At one time Mr. Long was 
partner in Tower & Long, St. Louis 
material house. He also was partner 


with Mr. Tower in a retail jewelry busi-. 


ness at Springfield. Mr. Long repre- 
sented the Paulson firm in Missouri, 
Tennessee and Arkansas. 


Rupotex Lunppcxe, 83, diamond setter 
with the Dorst Jewelry Co., Cincinnati, 
Ohio, died Nov. 4. 

Wituram H. Mason, for many years 
Providence correspondent of the Jewel- 
ers’ Circular before it merged with the 
Keystone, died recently in Providence, 
R. I. Mr. Mason was very prominent 
in Masonic circles. Attending funeral 
services were Mason officials and a dele- 
gation from the Providence Journal, with 
which Mr. Mason was connected for 
many years. 

Isaac Suirren, 55, of the wholesale 
firm of Isaac Shifren & Sons, Philadel- 
phia, died at his home Oct. 29. Mr. Shif- 
ren was a Sansom St. jeweler for 35 
years. 

Mrs. Marrua Sickties, wife of Louis 
Sickles, founder of the firm of Louis 
Sickles, Philadelphia, died Nov. 4. Mrs. 
Sickles would have celebrated her 55th 
wedding anniversary on Jan. 22. 


Cuartes E. Sunpertin, 83, for more 
than 50 years secretary of the Sunderlin 
Co., Ine., Rochester, N. Y., died Oct. 20 
at his home. Mr. Sunderlin became asso- 
ciated in the firm 
with his father, 
Lewis Sunderlin, 
more than 60 years 
ago. The Sunder- 
lin firm is one of 
the oldest in New 
York. One of the 
founders of the 
New York State 
Retail Jewelers 
Association, Mr. 
Sunderlin served 
as president of 
that organization 
for two terms, and 
as secretary for 
four. 

H. Frank Tanner, 63, operator of 
the former H. S. Tanner jewelry store, 
Providence, died Oct. 27. 

Mrs. Susan Wern, partner with her 
husband, Hyman Wein in the Clinton 
Watch Co., 29 E. Madison St., Chicago, 
died on Oct. 25 after a prolonged illness. 








Charles L. Wells and M. L. Wells 
have purchased the business of Milton 
A. Fuller, Inc., 125 W. Adams St., Jack- 
sonville, Fla. New name of the firm will 
be Charles L. Wells Jewelers. 

















; 
8 
53 
The name of 
Herff-Jones-Chicago, Inc. 


has been changed to 
MORGAN’S Ine. 


Mr. G. H. Morgan, former president of 
Herff-Jones-Chicago, Inc., who is now serv- 
ing with the armed forces in Europe, through 
his business associates in Chicago, has ac- 
quired full control of the manufacturing 
jewelry firm formerly known as_ Herff- . 
Jones-Chicago, Inc. The new name is 
MORGAN'S INC., and the address remains 
the same. The organization, its address, its 
service, its personnel and the objectives of 
the business will remain the same as in 
years past. MORGAN'S Inc. will continue 
to represent Herff-Jones products in the 
Chicago area and all old or prospective cus- 
tomers of the former Herff-Jones-Chicago 
Company are asked to send in their com- 
munications to ; 


MORGAN’S INC. 
MANUFACTURING JEWELERS 
32 W. Randolph St, Phone State 2378, Chicago 1, (Il 


CHAS. ASCHERMAN 
AND COMPANY 








Wholesale Jewelers . 


GENTS’ GENUINE HEMATITE 
RINGS $11.25 to $30.00 


503-7 Hippodrome Bidg. 
CLEVELAND 14, OHIO 
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WE specialize in special 
order work. Send us your 
specifications. We'll sub- 
mit a. design without 
obligation. 

THE SCHUMER BROFHERS CO. 


Manufacturing Jewelers 
5 E. Third St. Cincinnati, Ohio 











DIAMOND-CUTTING 


EXPERT WORK 
FAST SERVICE 


LITWIN & SONS 
114 West 6th Street, Cincinnati, Ohio 








KLEIN BROTHERS 
COMPANY 





WHOLESALE JEWELERS 





ENQUIRER BLDC. CINCINNATI, 0. 











Harry Greenwold Co. 
VIRGIN Diamonds 
CELLINICRAFT Jewelry 


@ His 4 

Lines of quality and style thet give you pro- 

tected prof?. You can recommend these lines 
te your customers with confidence 








PROMPT SERVICE ALWAYS 


|GERWE-BROWN CO. 


Wholesale Jewelers 


CINCINNATI 





q William Grogan, J. C. Hockett Co., is 
new president of the Cincinnati Guild, 
Ohio Watchmakers Association, succeed- 
ing Elmer Fisher. Other officers are: 


Fritz Mende, vice-president; William 
Moehlman, secretary-treasyger; Herbert 
Hueil, recording. secre and Harry 


WILLIAM 
GROGAN 
watchmakers’ new 
president 





Oser, corresponding secretary. The board 
of directors consists of Ed Gries, Franz 
Miller and Elmer Kaising. Plans were 
announced by the organization for its 
9th annual ball to be held Jan. 13 in 
Hotel Sinton. Making the arrangements 
is a committee under the chairmanship 
of Howard Saunders. He reported that, 
as in the past, valuable door prizes will 
be awarded. |. 
4 Ed Sohngen, of R. J. Flaxmayer 
Jeweler, relates that he and a group 
which made a hunting trip to North 
Dakota bagged a total of 1800 pheasants. 
4q Sympathies from his fellow-workers 
at the Gerwe-Brown Co. were extended 
to Harold Armacost in the death of 
his mother, Mrs. Bessie Armacost on 
Oct. 31. 
q Dan Steible, until recently associated 
with the Cincinnati Office of Price Ad- 
ministration, is now attached to the pub- 
lic relations department of the Gruen 
Watch Co. 5 
q.A. J. Merenfeld, 86, who had been 
engaged in the retail jewelry business 
in Oakley for 60 years before retiring, 
recently celebrated his 64th wedding 
anniversary. 

Joseph Lonnemann, of Cleves & 

mnemann, Bellevue, Ky., celebrated 
his 25th wedding anniversary with a 
party Nov. 5. Many of his friends also 
called at the store to congratulate him. 
q Al Wallenstein, president of the Cin- 
cinnati Wholesale Jewelers and Manu- 
facturers Association, has announced 
that the date for the annual meeting and 
election of officers of the organization 
has tentatively been set for Jan. 11, at 
the Hotel Alms. 
¢q “Hidden treasure,” said to have been 
found in a garbage can last month, was 
identified as watches and rings worth 
$400 which had been stolen from Adolph 
Weibel’s Reading store. Two 12-year- 
old boys had first told police of having 
found the jewelry wrapped in paper 
in the garbage can, but later admitted 
that it had been stolen. 
q Charles Richter, Richter Jewelry Co., 
was responsible for probably the most 
unusual contribution made in the suc- 
cessful War Chest drive just completed 
at Cincinnati. While calling on prospects 
as a solicitor in the campaign, he found 
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$19, wrapped in newspaper, in the lobby 





of a downtown building. When the own- 
er could not be found, he turned it over 
to the War Chest. 
4q As chairman of the Greater Cincinnatj 
AAU Swimming Committee, Zores Lit- 
win, Litwin & Sons, has inaugurated a 
movement to encourage boys and girls, 
especially those of the ’teen age, to learn 
to swim, not necessarily for speed. This 
idea for making the city “swim con- 
scious” has already become popular and 
a number of organizations have indicated 
they will give strong support to Mr, 
Litwin’s committee. 

Bert Milner, designer for Litwin & 

ons, is rejoicing over the fact that his 
son, Lt. Graham Milner, has been re 
ported safe, a prisoner of the Ge 
after having been listed as missing in 
action. Perhaps it was the luck charm 
his father designed before he went over- 
seas that kept the bomber pilot, known 
in the Air Force as Graham Cracker, 
from harm. Such charms, made of gold, 
were given to each member of the crew 
on Lieutenant Milner’s bomber. The 
plane was shot down while on a mission” 
over Europe. ; 
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GOLD FILLED 
JEWELRY 


For 
Immediate Delivery 


FLANAGAN-KOVAC CO. 


Wholesale Jewelers 
24 E. 6th St. e Cincinnati 2, 0. 











- DISTINCTIVE 
JEWELRY 
WATCHES 


THE D. JACOBS SONS CO. 


Wholesale Jewelers 
811-13 RACE STREET 
CINCINNATI 2, OHIO 
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Where to Buy 
AMERICAN 


China and Glass 








JEWELRY GIFTS ACCESSORIES 

URIE F. MANDLE CO. 

Show Rooms, 411 Fifth Avenue 
NEW YORK 16, N. Y. 


MUrray Hill 3-9107 








MARY RYAN 






Kensindion © 


|| SENSINGTON, ING. 
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HAWKES CRYSTAL 
GLASSWARE 
for discriminating 
people—WRITE 


Tt. G. HAWKES & CO. 
CORNING, N. Y. 
N. Y. Office: 542 5th Ave. 
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NOVEL TEES 
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ASTLETON CHINA 


INCORPORATED L. E. HELLMANN, President 
D. & CORCORAN, Vice Pres. 


DE LUXE TABLEWARE 


for the 
FINE CHINA TRADE 
MADE IN AMERICA « MADE OF AMERICA 
212 Fifth Ave., New York, N. Y. 








THEODORE HAVILAND 


FINE CHINA DINNERWARE 
MADE IN AMERICA 


All Decorations Are Exclasive 


THEODORE HAVILAND CO., INC. 
2rd ST. 1550 MERCHANDISE MART 








ven City CHICAGO, ILL. 

LENOX CHINA 
SERVICE PLATES 

DINNERWARE 

NOVELTIES 


‘ Made in Ameortce 
LENOX 
INOX,INC. Trenton, N. J. 
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["CARENADE” CRYSTAL 
Stemware, Bowls, Vases, Perfume Bottles 
and Smoking Accessories 


« 
: Send for tiustrated Catalog 


A 
¥ ENRIGHT-LE CARBOULEC, INC. 
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4q For the first time since this country 
entered the war, William McGreeve, 
working out of the Chicago office of the 
Ostby & Barton Co., Providence, R. L., 
made a trip over his route in this area 
last month. He informed the trade at 
Cincinnati that Harold Riley, stationed 
at firm’s factory, would soon be sent to 
the West Coast office. 

Other visitors included Sam Panania, 
Hazard, Ky.; William Godfrey, Elgin 
Watch Co.; Al Gahlenbeck, retailer at 
Pensacola, Fla.; J. M. Tindell, Knox- 
ville, Tenn.; L. M. Lynch, Waltham 
Watch Co.; Fred Sayres, William Dixon 
Co.; Mrs. Tiffany of the Tiffany Jewel- 
ers, Xenia, Ohio; Ray Brisk, Huber 
Rees Co., N. Y., and diamond salesmen 
including “Pat” Patrick, William Lewy, 
Al Fine, Harry Hart, and Sam Neuman. 
q Customers have been complimenting 
the Richter Jewelry Co. on its latest 
window display. Featured in the win- 
dow are photographs of six Richter 
employees now in service: Capt. Seymour 
Adler; Lt. Graham Milner; Irvin Rakel, 
now in the Navy; Lt. Jack Abrams; Ens, 
Robert DePrez; Eddie Thomas, in the 
Pacific theatre. Also in the window are 
various souveniers sent home by the 
boys. Included are a Nazi helmet, a 
Jap flag, German machine gun bullets, 
and Japanese money. 





Chicago... 
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Inc., as secretary. David Martin told of 
plans for a dinner party to be given by 
the association next spring. Simon 
Rosenau, 3240 W. Madison St., 
elected to membership. 

q The Chicago Jewelers Bowling League, 
which started its 80th season on Sept. 22, 
consists of six teams this year and is 
having a very successful season. Stand- 
ing of the teams, after eight nights of 
bowling, was: J. Milhening, Inc., won 
15 lost 6; Benjamin Allen & Co., 14-7; 
C. & E. Marshall Co., 12-9; M. F. Lenz, 
10-11; The Ball Co., 10-11 and Swarts- 
child & Co., 2-19. The C. & E. Marshall 
teams lead in high 3 games, 2903, and 
J. Milhening team with high single game, 
1019. Dave Newman of the Benjamin 
Allen & Co., team, who has been secre- 
hea! J of the league for 25 years, has the 
highest single game score, 256, and the 
highest average for the season, 186. W. 
Hahn, Milhening, second with 182, and 
Hans Bagge, Milhening and H. Goren- 
son, C. & E. Marshall Co., tied for third 
with 181. 

4q Past presidents were honored at the 
first monthly luncheon meeting of the 
Chicago Jewelers Association, following 
summer vacation, held at the Palmer 
House on Oct. 19. Circumstances pre- 
vented some of the 16 living past presi- 
dents from attending but éach of those 
present stood when called upon by 
President Thomas G. McMahon and re- 
ceived the acclaim of members. .G. H. 
Niemeyer, president of Handy & Har- 
man, was introduced. The treasurer’s 
report indicated a net balance well over 
$10,000 in the treasury. The social rela- 
tions committee announced that the 68th 
annual association banquet will be held 
at the Stevens Hotel the night of Jan. 
6, 1945, and, it is hoped, will be desig- 
nated as the VE banquet. Dr. Russell 
H. Anderson talked on the industrial 
revolution, tracing technological yep 2 
ments from the earliest days to the 
present time. 
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Retail Group Changes Name 


The group of retail jewelry stores 
heretofore known as the Jewelers Infor- 
mation Exchange has changed its name 
to the Jewelers Conference Group, it 
was announced last month by a represen- 
tative of the group. It was felt that 
the new name describes more accurately 
the functions of the organization, which 
is the study of sales, operating expense 
and policies of the member stores. The 
new name was adopted at a meeting in 
New York on Aug. 17. 

Members are S. Kind & Sons, Phila- 
delphia; Broer Freeman Co., Toledo; 
E. J. Scheer, Inc., Rochester, N. Y. 3 
Galt & Bros., Inc., Washington, D. C.; 
Carter Bros. Co., Portland, Me.; F. J. 
Preston & Son, Burlington, Vt.; 8. 
Jacobs & Co. Minneapolis; Thomas 
Long Co., Boston; Wiss Sons, Inc., 
Newark; Henebry & Son, Roanoke, Va. 









Where to Buy 
IMPORTED 
China and Glass 








MADDOCK & MILLER, INC. 
English China and Earthenware 


CROWN DUCAL Dinnerware 

MASON’S tronstone China 

COALPORT Bone China and Kingsware 

ROYAL CAULDON Bone China and Earthenware 
WELLINGTON Bone China Teaware 











129 Fifth Avenue, New York 3, N. Y. 








ROYAL DOULTON 
English Bone China and Earthenware 


THOS. WEBB & SONS 
Hand made English Crystal 
IRISH BELLEEK 


The original preductieon 
WH. 8. PITCAIRN CORPORATION 
212 Fifth Ave. New York, &. ¥. 


JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York City 


ROYAL ALBERT 
Enmglish Bone China 





MYOTT"S 
English Staffordshire Ware 








PAUL A. STRAUB & CO.., Ine. 
19 East 26 Street, New York — 


Importers of 
China, Glass and Earthenware 
Dinnerware, Art Goods, Giftwares 


Murray Hill 383-5460 


Wedgwood Ware 


Bone China Dinnerware, Queensware 
‘ieee ak Black Basalt 
Trade-Mark WEDGWOOD 
Josiah Wedgwood & Sons, ine. 
162 Fifth Avenue, New York City 














EDWARD BOOTE 
35 & 37 W. 23rd St., New York, N. Y. 
fel. Cramercy 5&-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNER AND 
HOTELWARE 
GIBSON & SONS TEAPOTS 
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Testing Precious Metals 


How to identify, buy and sell old gold, silver and platinum metals 


Chapter [V—The platinum greup of metals and their alloys 


Section C—Some other chemical tests 


by C. M. HOKE 


HERE are many other tests used by chemists and 
metallurgists for the identification of metals. Those 
already given will serve most purposes. The following 
tests, however, are included in this chapter because of 


- their long usage and for their value in special applica- 


tions. P 


IODINE TEST FOR PALLADIUM 


Place a drop of tincture of iodine, the kind found in 
most family medicine kits, on a piece of palladium or 
an alloy that is rich in palladium. Heat with a small 
flame—a match will do—until the alcohol in the tincture 
takes fire and the liquid dries. A black stain of palladium 
iodide will remain, to be removed only by vigorous rub- 
bing. Repeat, using platinum or a nickel-gold; while a 
stain will form, it is less deeply colored and can be easily 
rubbed off. 


THE GLOW TEST 


One peculiarity of the platinum group metals is their 
ability to soak up gases. This is utilized in one kind of 


+ Cigarette lighter, in which some finely-divided palladium 


can be exposed to naphtha fumes; it soaks up the fumes 
and in so doing becomes hot, and finally the fumes ignite. 
This phenomenon can be used as a test for platinum 
group metals in some cases. However, many substances 
inhibit the test, while others (such as copper) may pro- 
duce a false glow, so the test has fallen into disuse, and 
is not recommended for our purposes. 


ANOTHER TEST FOR GOLD 


Ferrous sulphate (also called copperas) is often used 
as a test reagent for gold in aqua regia solution. Before 
making the test, heat the solution gently almost to dry- 


ness and add a little plain hydrochloric acid, then again. 


evaporate almost to dryness. This is to remove all excess 
nitric acid, whose presence interferes with the test. 
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Now add a crystal of the pale green ferrous sulphate, 


and after a few seconds a dark cloud of finely divided 
metallic gold will appear. 


TESTING ALKALINE SOLUTIONS 


You will observe that in the tests so far described, the 
solutions have been mildly acid or neutral. Never strong- 
ly acid—excess acid will weaken or even ruin most of 
them—nor alkaline, except in those cases where an am- 
moniacal solution was used. Testing Solution A will not 
work at all in alkaline or cyanide solutions, until the al- 
kalinity is destroyed. Thus, suppose you have an old 
cyanide gilding solution, and wonder if it contains dis- 
solved gold: Take about five drops of the suspected 
liquid in a small test tube or tiny dish, stand near a win- 
dow or an exhaust fan, and carefully add four or five 
drops of hydrochloric acid. The fumes evolved are ex- 
tremely poisonous—hence the need for working near an 
exhaust. Bring the mixture cautiously to a boil; this 
drives off the cyanide. Let it cool, and you can now use 
Testing Solution A or ferrous sulphate the same as usual. 

Success with all these tests calls for practice, patience, 
and a good light. . It also requires keeping your spot 
plate clean. 


A LIST OF EQUIPMENT AND SUPPLIES 

In chapters 1 and 2 the following were mentioned, 
those in parentheses being optional or of limited appli- 
cation. 


Nitric acid. File. 
Hydrochloric acid. Touchstone. , 
Table salt. ' Acid bottles. 
Potassium dichromate. Magnet. 


Air-gas or oxy-gas torch. 
(Scales with weights.) 
Samples of base metals. 


(Sulphuric acid.) 
(Ferric chloride.) . 
Samples of silver alloys. 
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We Hope!... 


No OnE wants to keep a lady waiting, but the Decem- 
ber answer is the same as October’s. However, there’s 
a seasonal note of cheer due you and "your waiting 
customers. We aim at making 1945 a happy year 
for them and a prosperous year for you—by the 
earliest possible start on manufacture of our new 
Sessions self-starting Electric Clocks. They will be 
an advance in clock style and clock craftsmanship 
well worth waiting for! The Sessions Clock Com- 


pany, Forestville, Connecticut. 


\essions (locks _ 


“The House of Westminster Chimes” 
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Testing needles of yellow golds; of green golds; of white 
golds. 

In Chapter 4 the following additional items were men- 
tioned: Samples of platinum-group metals and alloys; 
white, golds; dental golds. 


Stannous chloride. Metallic tin, pure. 

Dimethyl glyoxime. Ammonia. 

Sodium thiosulphate Tincture of Iodine. 
(hypo). (Small test tubes.) 

(Ferrous sulphate.) 


For purposes of identification for the less familiar 


articles we give the catalogue numbers of Eimer & | 
Amend, New York City. Other dealers have access ty’ | 


this catalogue and can supply similar articles if these 

descriptions are used. : 

Dropping bottles; two to six will be needed. Eimer & 

Amend Catalogue number 3-000; the 30 ce. size costs 

82 cents; the 60 cc. size costs 35 cents. 

Spot plate with cavities. Eimer & Amend Catalogue 
number 13-745-5; costs 77 cents. 

Small glass rods. Eimer & Amend Catalogue number 11- 
880, size 3 mm. by 5 inches, rounded ends; cost 25 
cents a dozen. 


Chapter V—Buying and selling old precious metals 


66@ “NAN I make money buying and selling old gold?” 
“Where can I buy it?” “To whom can I sell 
it?” “Must I have a license?’ 
“How much is this old silver worth? This platinum? 
This palladium?” 
“What. is the most profitable kind of old precious 
metal to handle?” 
-“Will it pay me to buy up a lot of old filled watch- 
cases and plated spectacle frames?” 
“Is it true that this line is full of grafters?” 
“I paid eighty dollars for this watch; why is it the 
jeweler will give me only three dollars for it now?” 
These and other related questions come up repeatedly. 
This chapter will try to reply to them, and to be helpful 
both to the layman (or laywoman) with some jewelry to 
sell, and to the jeweler or antiquarian who might buy it. 


THE FOUR STEPS 


There are four steps in the process of buying and 
selling old precious metals. First the metal must be iden- 
tified. We make sure that it is gold and not brass, and 
we determine its karat quality as accurately as we can. 
Or we make sure that it is silver all the way through, 
and not silver plate. Or we decide that it is platinum of 
high quality; or of low quality. The details of this first 
step have been described fully in the first four chapters 
of this book. 

The second step is to find out hew much the article 
weighs. The final steps are to calculate its value and to 
find a purchaser who will pay the highest price. Let us 
now consider these steps in turn. 


WEIGHING PRECIOUS METALS 


We often see pictures of Justice holding a balance in 
her hand. But in real life we get much more just results 
if the scales are supported on a strong and rigid frame, 
carefully leveled so that the beam, when at rest, lies 
truly horizontal. Indeed, the use of a hand balance in 
trade is generally forbidden by law, for a clever swindler 
can tip a hand balance in his favor, and even an honest 
hand can be unsteady. 

The troy system of weights is commonly used with the 
precious metals. Its basic unit, the grain (gr.) is of the 
same weight as the grain used in the apothecaries’ and 
avoirdupois scales. 


24 grains = one pennyweight (dwt.) 
20 dwt. = one troy ounce (02.) 
12 troy oz, = 


one troy pound (Ib.) 
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The pound is rarely mentioned, which is just as well, 
for it differs just enough from the generally-used avoir- 
dupois pound to make for confusion. For small quantities 
there is a growing tendency to use decimal parts rather 
than to mention two units. Thus, instead of saying 20 
ounces 10 pennyweight, we might say 20.5 oz. Instead 
of 15 pennyweight 6 grains, we might say 15.25 dwt. 

The seller must remember that a swindler can use an 
honest balance but dishonest weights. Some of the 
itinerant old-gold buyers that swarmed over the land 
during the depression of the ’30’s were said to use a 
copper cent, weighing about 50 grains, instead of a 
pennyweight (24 grains), thus obtaining twice as much 
gold as they paid for. The difference between the troy 
ounce (480 grains) and the lighter avoirdupois ounce 
(437.5 grains) has also been used to the disadvantage of 
the unwary. ) 

As we said, the troy system is in general use with all 
the precious metals. However, scientic workers, accus- 
tomed to the metric system, like to buy and sell their 
platinum group metals by the gram or milligram, and 
the well-equipped metal buyer will have a set of gram 
weights in addition to his troy weights. 


A good balance is a sensitive and expensive instru- — 


ment. It should be sheltered from dust and draughts, 
and must stand on a firm level table, free from vibra- 
tions. Weights should be kept in a covered container, 
and should be picked up with tongs made of a relatively 
soft metal—never touched with the fingers. You can 
learn something about a person and his establishment by 
observing how he handles his balance and weights. 


THE STORY OF AN INDUSTRY 


For generations—until the depression of the 1930's— 
the buying and selling of old gold had been an incon- 
spicuous industry. The sums involved were small, and 
there were only a few simple regulations. Few jewelers 
sought such business, and when it came to them they 
carried it on apologetically in the back office. 

Then, after Great Britain went off the gold standard, 
the picture changed. The purchasing power of gold 
-began to rise all over the world. Prospectors got out 
their rusty shovels and went into the hills. Itinerant 
gold buyers went from house to house picking up unused 
trinkets. In 1938 the United States called in all gold 
coins, and our gold price, which for years had been 
$20.67 an ounce, started the step-by-step climb that 

(Please turn to page 802) 
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Buy the We are asking our invasion 
Warch aster forces to do their utmost. Can 


later we at home be content te do 
with these savings — less? 


American Time Products 


580 Fifth Ave. Inc. New York, N. Y. 
Distributors of Western Electric Watch-rate Recorders 


DO YOU AGREE ? 


We believe that when peace- 
time conditions allow you 
once again to offer the kind 
of merchandise that befits 
your reputation, you will 
look for two factors in the 
clocks you buy—outstanding 
quality in the way they are 
made, and superlative dis- 
tinction in the way they are 
designed. 


You will find those two 
factors in Chelsea Postwar 


Clocks. 














Buy 
WAR 
BONDS 


\. 
CHELSEA 
CLOCK COMPANY 
340 Everett Ave., Chelsea 50, Mass. 
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HAVE You A COPY 
of the new 


FULTON FIT-TITE 
WATCH CRYSTAL 
CATALOG No. 2? 


It's the most complete watch crystal 
catalog in the industry... 














featuring thousands of ladies’ and 
men's FIT-TITE watch crystal 
styles and shapes .. . all war- 
ranted as to quality, workmanship 
and FIT . . . all labeled under 
Fulton's exclusive numbering sys- 
tem whereby every item carries 
not only Fulton's own catalog 
number, but competitors’ com- 
parative numbers as well. Identi- 


fication and fit are thereby guar- 


anteed error-proof! 


Your knowledge of watch crystals CAN'T 

be considered complete without Fulton's 

new Catalog No. 2. Get your copy. Just? . 
_ write—but write today— 


DEPT. DJC 


TCH 
‘Fulton CRYSTAL C or. 


Makers of FIT-TITE Crystals 
Established 1931 
121 FULTON ST. ° NEW YORK 7, N. Y. 


























EMOVE SOLDER—How can we remove solder, 
either hard or soft solder, from gold coins, to leave 
the coin perfect as it was before the rings, etc., had been 
soldered on? (Question No. 5679.) D. F. 
Answer—Soft solder (alloy of tin and lead) can be 
removed easily, leaving the coin in its original condition. 
First heat the*coin and shake off all the solder that will 
fall from it. Before the coin cools—while the adhering 
solder is still fluid—brush it quickly with a stiff-bristle 
brush; usually this will clean the solder off entirely, and 
the coin may be slightly polished on a jewelers lathe, 
to remove any thin film of discoloration. Should a film 
of solder persist, too much to polish off without damag- 
ing the coin, immerse the coin in muriatic acid until all 
solder disappears; scrub the work with soap and water, 
and if necessary follow with a light polishing. Hard- 
solder removal is different, and a difficult thing to do 
witHout leaving some traces of solder. It is so nearly 
the same metal as the coin, usually, that it cannot be 
removed by heat or chemical means, and must be taken 
off mechanically. A flexible-shaft tool used with skill, 
with very small cutters, is most convenient; if not this, 
then hand-cutting tools—gravers, die-sinkers’ files, etc. 
—must be used, to cut down wherever solder was added, 
leaving the coin features as nearly as possible what they 
were originally. Smoothing the cut or filed places with 
polishing buffs, as well as possible, is the last step. 


HATELAINE — What is a chatelaine watch? 
(Question No. 5680.) D.M. 

Answer—A chatelaine watch is a ladies’ watch worn 
suspended on a brooch or pin, on the outside of the dress. 
These were most popular between the period when ladies’ 
watches were worn in a dress-pocket and the present- 
day period of bracelet watches. The word derives from 
' “Chatelaine,” in old French, meaning the mistress of 
housekeeping in a castle, who carried keys to the rooms 
usually hanging on a ring fastened to her girdle or dress. 
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'in which the stones are set. 


h 


WORK S HOP. 
QUESTIONS 

AND 
ANSWERS 


RILLING GLASS—I am making for advertising 

purposes a “mystery clock,” with glass dial, the 
hands moved by balanced watch movements in counter- | 
weights on back ends of hands. Now am faced by a 
problem of drilling a hole in the glass dial. I do not 
want to go to expense of buying a diamond drill. Is © 
there some other way to do this? (Question No. 5681.) 
E. S. W. : 

Answer—A hole probably large enough for your 

purpose can be easily drilled through the glass with a 
hard steel drill, ground to a pyramid form, and used wet 
with turpentine. Since the glass is probably too large 
in area to be drilled on a lathe, a simple way is to grind 
four flat faces, meeting in a point, on the end of a round 
file; this, wet with turpentine, may be turned with the 
fingers until the hole is started; then rotate the file be- 
tween the palms of your hands. After the drill point 
has emerged at bottom of hole, turn the glass and drill 
from that side until the hole is completed, to avoid crack- 
ing the glass. If the hole needs enlargement, this may 


‘be done by filing with a file wet with turpentine. 


ASE METAL—I have seen several fine old Euro- 
pean-made watches, with enameled gold (pictorial) 
cases, and small diamonds set around the bezels, close 
together, forming circles. What puzzles me is the metal 
This has become dull-look- 
ing as if by age, but not blackened. So I don’t think the 
metal is either silver or platinum. ,Can you say what 
it is? (Question No. 5682.) L.S. 

Answer—wWe believe the metal is pure block tin, 
which was used for such work as this, before platinum 
had come into use for jewelry work. The metal required 
had to be white; but silver was not suitable because it 
would tarnish black. These tin settings can be kept 
white by occasional washing; they do not blacken like 
silver does, but in time become grayish and dull, and 
need washing or polishing. 
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Semi -School Days 
* 


Yes, it’s been a 
TOUGH SEMESTER! 


wt, lamentable as war is, it has set pemaitatering miles 
ghead. Far more is now known about materials, tensile 
gagths, tolerances, surface treatments, product design, 
york flow, etc., than was ever dreamed of in prewar times. 
fa this hectic “schooling,” we have profited much. When | 

















returns, it will be our happy privilege to share what 
we have learned with returning soldiers, jobbers and 
and with our patient friend, Mr. John Q. Public! 


THE NEW HAVEN CLOCK CO., New Haven, Conn. ) . => | Ee’ 
(EW HAVEN CLOCKS AND WATCHES "27:7 


“THE PATHWAY TO SUCCESS” 














MORE AND MORE 
WATCHMAKERS 
$a 6€§=—s.|| ARE SWITCHING 
Bick: tocvimcees eenneen T p —~ZENIIHA 


SCHOOL OF HOROLOGY — 


ron |i! “ten CLEANING 


a ES |) SOLUTIONS 
NYE'S "Four uct || BECAUSE THEY 


There’s a stability to Nye Oil quality that 

is more than the result of laboratory safe- 4 

guards. It comes from the “human equa- — 
tion,’’ fon only our most skilled employees 


are entrusted with ‘its processing. Two 
have been with Nye for 60 years, others 


ranging from 25 years up. They take great 
pride in the product; have seen it become ‘p 
the preferred oil for all watches, clocks | 











and delicate precision instruments. If you 


are not a Nye user, next time ask your 
materials supplier for Pp E R F O R M 
EST. 1844 Nye Oil—and you'll see 


a difference. 


INC. Your jobber has ZENITH in stock 
MASS. 


ZENITH CLEANING FLUID Co., 52 Beekman St., N.Y. 7, N.Y. 
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EARL OYSTERS—Now that the oyster season is 
here again, I would like to ask for the real low- 
down on these things people sometimes bring in that are 
found in oyster-stews, and want to know the value of, I 
have been telling them that the so-called pearls have no 
value, but today, a man brought one in, and when I said 
it wasn’t a pearl and was worthless, he really got 
loud; said I didn’t know my own business, and pulled out 
a newspaper clipping saying some jeweler had paid $500 
for a pearl that was found in an oyster in a restaurant. 
I hardly know what to say now. (Question No. 5683.) 
W. E. K. 


Answer—You can continue to say that pearls are 
never found in the oysters used for food in this country. 
The slugs so found are not gem pearls and have no 
market value. If a newspaper story is cited to the 
contrary, as your visitor did, all that it proves, if true, is 
that someone was foolish enough to pay a lot of money 
for something that couldn’t be sold to any gem-dealer 
who knows his business. Jewelers have been known to 
pay good money for “gold bricks” too; “so what?” You 
might even quote George Ade’s story of the man who had 
been kicked in the head by a mule, and afterwards be- 
lieved everything he read in the newspapers, if neces- 
sary to go that far, and if the caller has any sense of 
humor! 


LEANING FLUID — The gasoline we get lately 

isn’t satisfactory for cleaning; leaves an ugly coat- 

ing after drying. What else is available now, in spite of 
wartime conditions? (Question No. 5684.) A. A. 


Answer—Use naphtha; this is a petroleum product 
that has always been better than gasoline for cleaning 
and is obtainable from oil or hardware dealers in prac- 
tically all larger cities, even these days. 


TRETCHING RING—What kind of hammer is 
best to use for stretching a ring on a mandrel? I 
have been using one with a head made of lead, but this 
gets dents in it that often makes it necessary to spend 
time filing them out. (Question No. 5685) P. W. 


Answer—The best thing to use is a rawhide mallet. 
The head of this is made of a strip of hard, tough leath- 
er, tightly coiled and bound. Blows from it against a 
ting held on a steel mandrel are heavy enough to stretch 
the metal of the ring, but because of the nature of the 
leather, this does not dent itself, nor the ring, as a lead 
hammer will. Wear on the rawhide mallet head takes 
place in the form of separation of minute fragments of 
leather fiber, so that the head may be used without re- 
shaping until worn out. 


ENTERING HAIRSPRING—When we read that 

A the hairspring must always be centered in the regu- 

lator pins, what does this mean? An argument here is 

that it means that the spring coil must be set so that 

there is an equal length of the pins above, and below, the 
spring. (Question No. 5686.) B. R. 


Answer—By “centering the hairspring in the regu- 
lator pins” is meant forming the outer terminal or over- 
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coiled portion of the spring, so that its “wire” 
viewed from above (or below) stands in the center of 
the space between the two pins, when the balance ig gt 
rest, as it is when the power is run down. So yon ge. 
the centering is not from the viewpoint of vertical 

but it concerns a horizontal movement of the hairsp 
coil. Another way of stating it is to say that the side 
of the spring wire should not press against either regula. 
tor pin, when balance is at rest. When the balance mo- 
tion moves the terminal coil alternately to and fro, of 
course it will cause the spring coil to press against each 


‘pin in turn: This holds true even when the pins are set 


very closely together, with hardly visible movement per- 
mitted the spring between them, as they are in high- 
grade watches. So, you see, the idea of “centering” that 
is stated in your question, is incorrect. 


TESTING PRECIOUS METALS 
(From ‘page 298) 


finally was pegged at $35 an ounce by the Gold Reserve 
Act of 1934. 

With this increase in value—a rise of almost 70 per 
cent—the old gold business mushroomed into an impor- 


tant industry involving thousands of people and millions 


of dollars. Jewelers hung the “We Buy Old Gold” sign 
prominently in their front windows. So-called refiners’ 
agents opened up on every Main Street, while house-to- 
house canvassers swarmed over the land by the thousands. 
Some of these latter were honest and intelligent, but 
many were patently dishonest, and most of them were 
deeply ignorant of metal values. (For example, since 
their main interest was in the yellow metal, gold, few of 
them learned how to appraise platinum and white gold, 
or even to recognize them. ) 

This feverish and unwholesome activity was finally 
calmed, partly by legitimate competition, partly because 
federal and local regulations put the fly-by-night and the 
crook out of business. Since then the buying and selling 
of old precious metals has been stabilized on a higher 
plane, and is now largely in the hands of men who, like 
jewelers, have a knowledge of metals and integrity in 
handling them. 

The regulations imposed by the United States Govern 


ment were designed originally to prevent hoarders and — | 
others who in 1933 had violated the law by failing to } 
turn in their gold coins at the old value, from profiting ” 


when the price of gold was increased. These regulations 
now apply to all transactions involving any substantial 
quantity of gold, and have proven of great protection to 


‘the public and the legitimate dealer. Local regulations 


are aimed at preventing the sale of stolen goods and the 
fleecing of uninformed sellers. he 

During World War II all the metal industries, both 
base and noble, underwent many changes due to short- 
ages and war restrictions, and more regulations were 
imposed, mostly on the manufacture of specific metal 
articles. 

Since all such regulations are subject to change, it 
would be idle to repeat them here. The interested reader 
should obtain copies of current regulations from time to 
time, as he needs them. | 

(Continued next month) 
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| Manufacturers’ News 








Cordinal Syndicate Offers Bond for 
Complete Customer Satisfaction 


The Cardinal Diamond Syndicate is 
introducing a new line of nationally ad- 
gertised diamond engagement and wed- 

rings under the trade name of 
“Cardinal Bonded Diamonds.” 

Cardinal diamond rings feature a new 
merchandising idea designed to assure 
“eystomer confidence,” each ring being 
backed by an actual bond that guaran- 
tees complete customer satisfaction. 

An intensive national advertising cam- 

has been inaugurated for the new 

e, including full color ads in national 

ines, newspaper ads, window and 
counter displays, and transcribed radio 
announcements. 

The new Cardinal diamond rings are 
eld in a strikingly handsome clear plas- 
tic box. The line is distributed through 
Bauman-Massa, St. Louis, and M. B. 
Barkan, Milwaukee. 





Hamilton Wins National 
Safety Award 


The fuse loading plant of the Hamil- 
ton Watch Company, Lancaster, Pa., has 
been awarded first place in Division 2 
of the Army Service Force Ordnance 
Explosive Safety Contest with a per- 
fect “no accident” record for the en- 
tire period of the contest. All war plants 





"No accident" record by Hamilton Watch 
wins first prize in Army Ordnance 


| Safety Contest. 


manufacturing or handling explosives 
f® connection with their war products 
-gpnaeng in the contest. The presen- 
tion took place on Oct. 4, 1944, in 
Chicago at the La Salle Hotel and was 
attended by several thousand army lead- 
ers and representatives of ordnance 
plants throughout the country. 
contest was divided into twelve 
divisions in which the various plants 
Were classified according to the type of 
explosives, ammunition, or chemicals 
which they manufacture or handle. 
Division 2, in which Hamilton was 
dassified included war plants engaged 
fa the manufacture or packing of time 
fuses or detonater loadings. 
Hamilton was represented at the 
Presentation ceremony by Walter F. 
Teen, Maintenance Engineer; John H. 
Foose, Gen. Foreman of Time Fuse 
ufacturing Division; and J. L. 
an, Chicago Sales Manager. 


POR DECEMBER, 1944 








CRAFT WATCH & JEWELRY CO. MOVES TO NEW LARGER OFFICES 


EE ESE. 








The Craft Watch & Jewelry Co. has moved from 15 Maiden Lane to new and larger 
quarters on the fourth floor of 580 Fifth Ave., New York. A reception and cocktail party 
was held on Saturday, October 28, to celebrate the move, and was attended by a throng 

of friends and well-wishers. : 





Advertising Journal Pays Tribute 
To Current Arrow Box Campaign 


A notable and well deserved tribute 
to the outstanding campaign of educa- 
tional advertising now being run by the 
Arrow Mfg. Co. in the business press 
(including JC-K) has been paid by 
the leading periodical in the advertising 
field—Printers’ Ink. 

In a full page feature article in their 
issue of October 18, Printers’ Ink un- 
reservedly commended the wartime 
message of this company as one of the 
finest current examples of high minded 
patriotic advertising. 

As JC-K readers know, each ad is 
based upon an actual letter from a ser- 
vice man or woman setting forth their 
own expressions of the ideas of democ- 
racy, fair play and tolerance for which 
the war is being fought. They urge, with 
all the force of the men who are in the 
thick of it, a unified America free of 
bigotry and prejudice. 

Arrow is spreading this vital message 
in a highly effective way, and the Print- 
ers’ Ink tribute is well deserved. 





Harman Opens Southern Office 


Harman Watch Co. announces that a 
Southern office in Miami Beach, Fla., 
will be opened in December. It will be 
headed by Louis Newman, who will be 
in complete charge. Mr. Newman has 
been with the firm for over 25 years 
and is well-known to the jewelry in- 
dustry. Recently, he has been in charge 
of sales through the New England area. 

Two salesmen under Mr. Newman’s 
direction will cover the territories of 
North Carolina, South Carolina, Florida, 
Georgia, Alabama, Louisiana, Missis- 
sippi, Arkansas, Tennessee and Texas. 

In line with this new development, 
the Harman Watch Co. is planning to 
increase its radio advertising coverage 
to include stations in Miami, Jackson- 
ville, Atlanta, and other Southern 
cities. 

A. A. Harman, president, also an- 
nounces that Harman chronographs of 
all types will be brought before the pub- 
lic by March 1, 1945. 





Make Your Store Front 
"A Machine for Selling" 


How the right kind of store front 
can be a powerful “machine for selling” 
is tellingly suggested in a booklet re- 
cently issued by The Kawneer Co., Niles, 
Mich., manufacturers of store fronts and 
architectural metal work. 

Because each store is an individual 
problem requiring individual treatment, 
no attempt is made to furnish a ready 
made prescription for any establishment. 
Rather the booklet is designed to stimu- 
late merchants to give serious thought to 
the question, to obtain sound advice, and 
to study the possibilities of their own 
establishments. 





Shaw Becomes Salesmanager 
For 1847 Rogers Bros. Silver 


JOHN D. SHAW 
- « « heads 1847 
Rogers Division of 
International 





John D. Shaw has been promoted by 
the International Silver Co. to the sales 
managership of the 1847 Rogers 
Brothers and the William Rogers & Son 
division, succeeding C. C. Gabel, who 
died on September 29. 

Mr. Shaw was previously New 
England representative for the hotel 


, division and before that was associated 


with Mr. Gabel in sales work on the 


_ 1847 Rogers Brothers division, serving 


nine years in all with the company. 
Since 1941, he has represented the com-’ 
pany in Washington in connection with 
war contracts. 

He is a graduate of Duke University, 
is married and has three children. 
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Kamion Named Waltham 
Sales Manager 


With the appointment of Leo Kamion 
as Sales and Merchandising Manager, 
Waltham Watch Co. of Waltham, Mass., 
adds another well-known figure to its 
executive staff; a man _ well-equipped 
through his long connection with the 
watch and jewelry industries to direct 
the aggressive sales and merchandising 
program planned for Waltham in the 
post-war era. 

Mr. Kamion’s experience covers a 
quarter of a century. Before coming to 
Waltham he directed the destinies of the 


LEO KAMION 


o+. new sales man- 
iager for Walthamun 
Watches 





American Perfit Crystal Corp., as presi- 
dent of that company, and before that, 
held the position of General Manager 
with the Kamion Watch Case Co. He 
is generally regarded as a specialist in’ 
styling and sales promotion, but his 
close familiarity with production and 
management problems, and with public 
relaticns techniques, has equipped him 
to handle problems of .a wide and varied 
nature. 

Speaking of the future, Mr. Kamion 
says, “Like most forward-looking com- 
panies, Waltham has already prepared 
its post-war plans. Although we have 
no civilian merchandise to sell at pres- 
ent because of the necessity to supply 
the needs of our armed services, we can 
assure the American public that the 
Waltham watch of the future will, in 
every way, be worthy of the name it 
bears—a name in which four generations 
of Americans have* placed their confi- 
dence.” 


Herff-Jones-Chicago 
Changes Name and Ownership 


It has just been announced in Chi- 
eago that G. H. Morgan, former presi- 
dent of Herff-Jones-Chicago, .Inc., who 
is now serving with the armed services 
in Europe, through his business asso- 
ciates in Chicago has now acquired full 
control of that firm. 

The name of the company has been 
changed to Morgan’s, Inc., but the ad- 
dress remains the same, 32 W. Randolph 
St. No other changes are contemplated 
in the organization, whose service, per- 
sonnel, and objectives will remain the 
same as for years past. 

Morgan’s, Inc. will continue to repre- 
sent the Herff-Jones company products 
in the Chicago area. A sound expansion 
policy will be undertaken at once and 
will be speeded up as soon as Mr. Mor-+ 
gan returns to assume active control of 
his new venture. The new company will 
continue its business of manufacturing 
“jewelry items for the trade, and will 
sell class rings and pins, trophies and 
medals, diamonds, watches and silver- 
ware as in the past to the jewelry trade 
everywhere. 
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Clarion Adds Ten Distributors 


Following a recent trip to the Pacific 
Coast, Reau Kemp, general sales. man- 
ager of the Warwick Mfg. Corp., who 
in peacetime make the Clarion Radio, 
has announced the appointment of ten 
new Clarion distributors in the Western 
and Southwestern states. 

The Clarion distributor organization 
is rapidly reaching its full quota, Mr. 
Kemp stated. Distributors are now en- 
gaging in an intensive dealer develop- 
ment campaign, and a large number of 
dealers have already been appointed. 





Manning-Bowman Cocktail Shakers 
"Double" as Fighting Equipment 

Three thousand AAF gliders are fly- 
ing the four corners of the earth with 
cocktail shakers on their wings! 

This amazing statement made by the 
Air Technical Service Command, calls 
for considerable explanation. The cock- 
tail shakers aren’t for mixing drinks 
for airborne troops—they’re a working 
part of the glider itself, bolted to the 
wing. Here is the story: 

About two years ago Manning, Bow- 
man & Co., peacetime makers of electric 
appliances and cocktail shakers, re- 
ceived a war contract for Venturi tubes. 

Venturi tubes have various uses and 
are of various types. These particular 
ones were to be mounted on glider wings 
whence, by means of a connecting hose, 
they would channel air to an air speed 
indicator on the pilot’s instrument panel. 
They were to be made of spun metal, 
and about 10 inches long by four in 
diameter, narrow in the middle, and 
flaring at both ends. The specifications 
called for aluminum, but even with a 
priority, metal was unobtainable. 

Copper was available and was tried, 
but wouldn’t stand the crush test. Brass 
was then experimented with and proved 
satisfactory. But again even with a 
priority, brass was unobtainable for the 
time being. Suppliers said it might be 
weeks before an order could be filled. 
Meanwhile the Air Force was clamoring 
for the tubes. 

“If only we had some of the brass 
we used around here in peacetime,” Gen- 
eral Manager P. G. Hartnett moaned, 
“some of the tons of brass that went 
into percolators and cocktail shakers.” 

Whereupon, Plant Superintendent 
Stableford got an idea. He remembered 
a batch of 3,000 pre-war brass cocktail 
shaker bodies standing in the stockroom, 
unfinished for lack of chromium coat- 
ing. Approximately 11 inches high and 
only slightly larger in diameter than a 
Venturi tube, they seemed a good bet 
for annealing, redrawing and lathing 
down to the required specifications. 

Remarkably, the job was done. Soon 
Wright Field received an initial ship- 
ment of 3,000 shaker-made Venturi 
tubes. A short while later, sheet brass 
was available and the remainder of the 
contract went on toward completion in 
a more conventional fashion. 

“We’re very proud,” Hartnett says 
now. “We feel that very probably our 
cocktail shaker was the only one to 
take part in the European Invasion. 
Before the war, we marketed this par- 
ticular shaker under the name ‘Grena- 
dier. After ,the war, when we start 
peacetime production again, we may 
call it the ‘Invader’.” 





Parker Watch Plans Radio Series 
To Stimulate 6th War Loan 


Plans are now being completed by the 
Parker Watch Co., New York City, 
for a series of % hour radio shows 
that will be broadcast from coast to 
coast over the NBC network. 

Although complete details are not 
available at this time, the programs 
will be designed to focus nation-wid: 
attention on the 6th War Loan Drive, 
The series, in cooperation with the 
United States Treasury Department, 
will be broadcast over the NBC net- 
work on Saturdays from 2:00 to 2:39 
P.M. 

This is believed to be the first time 
this year that a series of programs of 
this extended character, directed pri- 
marily to the sale of War Bonds, has 
been planned by any national sponsor 
in America. 

Parker feels that a program of this 
character will both accelerate the sell- 
ing of War Bonds and, at the same 
time, spotlight national attention on the 
part of the jewelry industry is playing 
in making the 6th War Loan Drive a 
success. 

Says A. I. Parker, head of the firm, 
“this program, planned in cooperation 
with the United States Treasury De- 


partment, should be a valuable contribu-: 


tion toward the success of the 6th War 
Loan Drive. Millions of listeners will 
hear this War Bond show—and I know 
that every jewelry dealer throughout 
the country will give his fullest coopera- 
tion and support to this 6th War Loan 
Drive program.” 


"Multi-Facet" Patented Abroad 





Multi-Facet cut diamond showing faceted 
girdle. Reproduced and enlarged from ac- 
tual photo. 


The new Multi-Facet process of dia- 
mond cutting, which provides facets cut 
around the girdle of the stone, and which 
has been patented in the United - States, 
has now been granted patents in sev- 
eral foreign countries, including South 
Africa. As a post-war project, Louis A. 
Roselaar & Co., cutters of Multi-Facet 
diamonds in New York City, is consider- 
ing servicing merchants in foreign coun- 
tries and tentative plans for such un- 
dertaking are being formulated. 

The Multi-Facet process adds 40 extra 
facets on the girdle of the diamond, giv- 
ing it a minimum of 98 facets, instead 
of the customary 58. 

Scientific laboratory tests conducted 
by Dr. Frederick H. Pough of the 
Museum of Natural History in New 
York City, are claimed to have shown 
that “multi-facet” diamonds are measur- 
ably more brilliant than the ordinary 
brilliant cut. 
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“for Third Successive Year 
i Elgin Sponsors Holiday Programs 


For the third consecutive year, Elgin 
“National Watch Co., will sponsor two- 
“hour, star-studded Thanksgiving and 
Christmas variety programs over the 
full CBS network. Dedicated to the 
American and Allied fighting forces all 
ever the world, the programs will be 
short-waved to battle areas. 

The Thanksgiving show was broadcast 
Thursday, November 23 from 4:00 to 
6:30 PM, Fastern War Time, and featured 

' Pon Ameche as host to the parade of 
stars. Among those who appeared were 
Edgar Bergen and Charlie McCarthy, 
fid “Archie” Gardner, Lina Romay, Lou 
Silvers and orchestra, Spike Jones and 
his City Slickers, Alan Reed (“Falstaff 

nshaw” to his radio fans), Elsie 
Janis, Frances Langford, and Ken Car- 
‘penter as announcer. Freling Foster, 
‘Collier's “Keep Up With the World” 
columnist, presented a_ little-known 
story on the celebration of Thanksgiv- 





tear other top names took part in 
‘the Elgin Thanksgiving program. Tal- 
ent for the Christmas Day broadcast, 
4:00 to 6:00 PM, EWT, is being signed. 
The commercials will be of a purely 
institutional nature. Time was pur- 
chased through J. Walter Thompson Co. 





Korman Heads American 
Perfit Crystal 


SAMUEL KORMAN 


... new president 
of American Perfit 
Crystal Corp. 












) Succeeding Leo Kamion who recently 
‘tesigned to accept the sales managership 
a the Waltham Watch Co., Samuel Kor- 
‘man is now president and treasurer of 
he American Perfit Crystal Corp., New 
Work. Since he joined the company in 
1930, Mr. Korman has been general man- 
ager in charge of production. Prior to 
he was associated in the same ca- 
oy with the Kamion Watch Case Co. 
aving traveled extensively, he is. well 
known to all branches of the watch and 
jewelry industry in which he has a host 
of friends. 





Something New in Jingles 


Radio Station WBNX, in the Bronx, 
New York City, claims to be the first 
to broadcast a commercial jingle in 
Yiddish. The verse was prepared by 
‘Abe Lyman of the Benrus Watch Co. 
for M. Hoffman & Sons, who operate 
three jewelry stores in the Bronx. It 
“plugs” the sale of Benrus watches, 

amonds, wedding bands, etc. 

The jingle was tried out on an ex- 

mental basis and created so many 

vorable comments that M. Hoffman & 
Sons decided to make it a regular part 
their radio advertising. It is now 

— every evening at 5 o’clock on 
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"What Post-War Watches Are 
Wanted?" Croton Asks Retailers 


At a time when pre-election polls were 
in full swing, Croton Watch Co., was 
also busy polling over a thousand of 
their retail jewelers throughout the 
country on post-war watch merchandis- 
ing and promotions. ’ 

Croton sought to ascertain what types 
of watches its dealers regarded as de- 
sirable for post-war selling, what price 
ranges they believe will be most ac- 
ceptable, etc. The response was prompt 
and illuminating and many of the sug- 
gestions will be incorporated in the 
Croton company’s post-war plans which 


will be gradually unfolded during 1945. ° 


Of paramount interest to the watch 
trade is the opinion of more than 70 
per cent of the jewelers polled that 
waterproof watches are here to stay, 
and that, with certain changes in styling 
and design, are likely to enjoy a glowing 
future in peace time America. Special 
emphasis was placed by jewelers on the” 
Aquamatic, Croton’s popular waterproof 
timekeeper that is now in strong demand 
throughout the country and among the 
armed forces. 

Croton’s national advertising now ap- 
pearing in a wide list of popular period- 
icals, was also endorsed by the jewelers 
responding to the poll, it being their 
conviction that this advertising has gone 
far toward building up an appreciable 
public acceptance for Croton products. 





"Merit" Toasters to be Sold 
Through Wholesalers Exclusively 


Distribution of all table electrical ap- 
pliances produced by Merit-Made Prod- 
ucts division of Allied Machine Con- 
tractors will be handled exclusively by 
distributors, chosen on a selective basis 
for non-competitive nationwide coverage, 
it has been announced by Max S. Alt- 
man, president of the firm. 

“A national survey of the four types 
of legitimate retail establishments 
through whom we intend to market our 
products shows that an overwhelming 
number of retailers prefer the distribu- 
tor method, in so far as specialty items of 
this type are concerned. Our initial pro- 
duction in the immediate post-war period 
will be confined to just two products— 
the Duo-Appliance (it toasts and cooks) 
and the Jr. 2-Slice Quick Flip Toaster. 
Other products are in the laboratories 
and development stages for future pro- 
duction. 

“Retailers seem to prefer the quicker, 
in-stock, comparatively local services of 
the strategically located distributors in 


their areas, according to our findings. © 


There seems to be no question about a 
desire to return to what they consider 
‘normal merchandising methods’ of 
carrying comparatively small stocks and 
making these stocks work for frequent 
turnovers,” said Mr. Altman. 





Lampl Patents Vitamin Container 


Patent No. 139,383 has just been 
granted Walter Lampl for “Cachette,” 
a cylindical type pill and vitamin con- 
tainer. These are being made in 14K 
gold or sterling silver, with engine- 
turned design, and either plain or 
jeweled tops. They are also available in 
14K gold, plain, engine-turned and with 
real stone tops. 








Boehm to Represent Ellmore Silver 


ee aed 





JACKSON F. BOEHM 


... now with EN- 
more Silver Co. 


Jackson F. Boehm, well-known in 
Mid-Western jewelry and silverware 
circles, has announced his new association 
with the Ellmore Silver Co., Inc. of 
Meriden, Conn., effective Jan. 1, 1945. 
Mr. Boehm was formerly associated 
with R. Wallace & Sons Mfg. Co., for a 
period of over 15 years. 

In his new connection, he will carry 
the complete line of products of Ellmore 
Silver Co., including both hollowware 
and baby goods, and also the flatware 
of Frank M. Whiting & Co., Division 
of the Ellmore Silver Co. 

Mr. Boehm will make his headquarters 
in Kansas City. 


Crawford Watch Aids 
Sixth War Loan 


Crawford Watch Co., sponsors of 
Associated Press News on WQXR, Mon- 
days, Wednesdays and Fridays at 8 
P. M., will devote their broadcasting 
programs to promoting the sale of the 
Sixth War Loan for the duration of 
the bond drive. 

Since WQXR reaches not only the 
Metropolitan District, Connecticut and 
New Jersey but 20 other states east of 
Ohio, Crawford is optimistic over the 
assistance their broadcasting will give 
to the Sixth War Loan. 

It will be remembered that_Crawford 
cooperated on the last War Loan by 
giving away karat gold cased Crawford 
watches to highest bidders at the Capitol 
Theatre Bond Rally, and their present 
plan for the forthcoming radio series 
is a further continuation of the effort 
that the company is contributing to 
stimulate the sale of bonds. 








A Graceful Display Unit 





Here’s a set of graceful curved steps 
that should be unusually effective for 
displaying jewelry and accessories in 
the modern manner. Overall measure- 
ments are 36 inches in width and 16 
inches high. Each of the four steps is 
raised 14 inch above the one below it. 

The unit was designed and created 
by Virginia Dixon, display consultant 
for JC-K. Particulars may be had by 
addressing Miss Dixon at 21 Jones St., 
New York 14. 


313 








Waltham Watch Radio Program 
Praised by Retail Jewelers 


The new Waltham watch radio pro- 
gram featuring Sumner Welles has -al- 
ready resulted in a wave of spontaneous 
acclaim from both the public and the 
trade, the company reports, although 
the show has been on the air only a 
few weeks. 

Letters are flooding in from the pub- 

. lic in every part of the country, the 
Waltham Watch Co. says, commending 
it for a real and timely service in pre- 








Speaker and sponsors. Left to right: Leo 

Kamion, Waltham's Sales and Merchandise 

Mgr.; Mr. Welles; Ira Guilden, Waltham 
President. 


senting Mr. Welles’ authoritative talks on 
matters of supreme importance to every 
American. Many. requests for reprints 
of Mr. Welles’ scripts are being received, 
and Mr. Welles, himself, is receiving in- 
vitations to speak at more local func- 
tions than his busy schedule will permit 
him to accept. 

The reaction to the broadcast from 
the trade has been equally gratifying. 
Already, a surprising number of prom- 
inent retail and wholesale jewelers 
have taken the occasion to congratulate 
the Waltham Watch Co. on its foresight 
in using this method to build good-will 
and public acceptance for its post-war 
merchandise. 

“The program,” says Ira Guilden, 
Waltham president, “is living up to our 
fullest expectations, I hope that it will 
be regarded in the nature of a public 
service, as intended . . . and as such, 
create a nationwide acceptance for our 
products in the future, from which every 
jeweler carrying the new Waltham line 
of watches for men and women will 
benefit. 

“I would like everyone to understand, 
however, that the Sumner Welles pro- 
gram, valuable as I hope it will prove, 
is but the first step in a far-reaching 
and comprehensive plant to maintain 
Waltham’s century-old leadership with 
the American public.” 





U. S. Time Announces "Timex" 


The United States Time Corp., peace- 
time makers of the famous Ingersoll 
line of clocks and watches, announces 
something which it claims is a revolu- 
tionary principle in clock manufacture. 
Under the trademark name of “Timex,” 
it will be applied to Ingersoll clocks 
which U. S. Time will put into distribu- 
tion in the near future. 

The “Timex” principle, Ingersoll states 
is a technical wartime triumph resulting 
from the past four years in which all 
Ingersoll facilities have been devoted to 
the development of and manufacture of 
precision instruments in mass produc- 
tion for our armed forces. 
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' headquarters in Indianapolis. 





New Ingersoll clocks with the “Timex” 
heart are said to be virtually soundless 
and tested to 99.9% accuracy. Cases 
will be of a design in keeping with the 
modern manner. 

A massive newspaper advertsing 
schedule in November introduced the 
“Timex” principle to the public in ad- 
vance of the release of merchandise. 
Ads were run in all cities in the United 
States of 25,000 or more population. 





Liberty Jewelry Company 
Moves to Larger Quarters 


Liberty Jewelry Co., Inc., manufac- 
turing and wholesale jewelers, has 
moved into new and larger quarters in 
‘the-Maison Blanche Bldg., New Orleans, 
La. The company’s sales volume, which 
has been mounting steadily ever since it 
began business in the same building only 
nine months ago, has made necessary 
this expansion of facilities, according to’ 
Nathan Shaw, secretary-treasurer, who 
extends a cordial invitation to all retail 
jewelers visiting New Orleans to stop 
in at the new showrooms, which are 
tastefully decorated and comfortably 
furnished for their convenience. “We 
intend to maintain steadfastly the same 
policy which has been responsible for 
the rapid progress of our business,” 
says Mr. Shaw. “Now and post-war, we 
shall continue to serve the trade with 
jewelry of distinction and quality at 
fair prices.” 

E. Russell Smith,president, is assisted 
by Lorraine Couvillon in the New 
Orleans showrooms. E. S. vonForsstrom 
is the Mid-Western Spy _ 
Williams covers the Southwest territory 
with headquarters in Oklahoma City, 
and Jack Gurwitch represents the com- 
pany in the Southeastern area, with 
offices in Mobile, Ala. 

In addition to its general line of 
jewelry, the Liberty Jewelry Co. is 
offering a specialty in its “Southern 
Gentleman” series of men’s rings. This 
line, the company says, has been ac- 
corded enthusiastic acceptance by re- 
tail jewelers throughout the country. 





Palladium Popular for Wedding 


Rings Says Survey by Baker & Co. 

That white. metals are popular for 
jewelry mountings, especially for dia- 
monds, is indicated by a survey just’ 
completed by Baker & Co., Newark, 
N. J. A questionnaire directed to a list 
of girls who have announced their en- 
gagements this fall and intend to be 
married by Christmas, revealed that 
a majority have received palladium en- 
gagement rings and expect that their 
wedding bands will be of the same metal. 

A geographical break-down of the 
figures discloses that in the east 52 per 
cent of the young women questioned 
will receive a white metal wedding ring; 
in the mid-west, 44 per cent; in the 
south, 66 per cent; and on the Pacific 
Coast 37 per cent. Fifty-seven 
plan a double ring ceremony, the same 
survey showed, 


That the promotion given to palladium 
during the past two years is having 
effect on the public is indicated by the 
fact that 74 per cent of the prospective 
brides questioned said that they were 
aed with vnd interested’ in palla- 

um. 
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Elgin-American Adds Star ; 
_To Army-Navy E Pennant 


From helping American women 
powder their noses with beautiful com- 
pacts to helping the Ameérican armed 
forces “powder” the enemy with one of 
this wars most deadly and dreaded 
weapons, may seem a far cry. But it 
wasn’t and it isn’t. 

Elgin-American, peactime makers of 
compacts, who now are concentrating 
on the production of 4.2 mortar 
were awarded the White Star on Octo- 
ber 14 for six months’ continuation of 
the record which won the Army-Navy 
E pennant six months previously. The 
presenta was made by Col. H, R 

ebkicher, commanding officer of 
Chemical Warfare Service, in the Chi- 
cago district. 

n connection with the occasion, the 
Elgin-American management acknowl- 
edged its employees’ faithful war efforts 
with a gift of $25,000 to the employees’ 
retirement fund account. 





Head of Ronson's British Company 
Predicts Big Postwar Lighter Sales 


The ability of British business to 
switch from its principal product to 
another but related item has kept Ron- 
son the leader in its field in the British 
Isles, according to a statement by Joseph 
Edward Liddiatt, managing director of 
Ronson Products, Ltd., in England, re- 
cently arrived in America for a brief 
visit. 

Mr. Liddiatt, at a press reception 
given in his honor at the Ritz-Carlton 
Hotel on October 25, said that when 
the war completely stopped the supply 
of Ronson lighters, his company con- 
centrated its activities on fuels flints 
and wicks, resulting in more than a 2000 
per cent increase in the sales of, these 
Ronson accessories. Dealers who were 
unable to supply the lighter-conscious 
British public with their favorite brand 
of cigarette lighter did a thriving busi- 
ness instead on Ronsonol fuel and flints. 

“Our jump in accessories business was 
so tremendous we were obliged to utilize 
the full facilities of our four plants in 
England, and remember we had only one 
plant before the war, at which time we 
were selling lighters as well. Ronson 
Products, Ltd., has also utilized a large 
portion of its facilities for the produc 
tion of war material. 

“This enormous increase in lighter ac- 
cessories business, indicates a healthy 
prosperity for the lighter business in 
England after the war,” continued Mr. 
Liddiatt. “Ronson will sell four times 
as many cigarette lighters in the Brit- 
ish Isles after the war as ever before, 
and we are now planning our production 
to take care of this additional business.” 

Ronson Products, Ltd., is a related 
company to Art Metal Works, Inc, 
Newark, N. J., makers of Ronson light- 
ers in the United States. The complete 
output of Art Metal Works’ production 
of Ronson lighters has been requisitioned 
by the government for the use of the 
armed forces overseas, in addition to 
which the company has been contribut- 
ing heavily to the production of war 
goods in its plants at Newark and 
Stroudsburg. 

Art Metal Works, Inc., shares Mr. 
Liddiatt’s view that sales of Ronson 
lighters both here and abroad will sky- 
rocket after the end of the war. 
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Ane, So Comecleceion 


KEEP GOING 


Gettine TirED of hearing about War Fund contribu- 
tions, Red Cross campaigns, War Loan drives? 

Well, how about that kid dodging bullets in a muddy 
fox-hole in France, or fighting off suicidal Jap charges 
in the Philippines, or battling his way through the 
mountain passes of Italy? Don’t you think he’s tired of 
it, too—a lot more tired of it than you or we? 

But he isn’t quitting—and neither can any of us on 
the home front. As long as he stays out there fighting 
for us, our rights, our liberties, we’ve got to back him 
up with everything we can do to help him finish the job. 

So let’s all get behind this Sixth War Loan Campaign 
and push with everything we've got. 

Retail merchants—no matter what their field—have a 
dual responsibility. We must not only buy all the War 
Bonds that we can for ourselves—we must also do all we 
can to sell all the bonds we can to our customers. We 
must play up War Bonds in our advertising—we must 
feature them in our window displays—we must sell them 
over our counters. 

Scores of jewelry stores throughout the nation, as told 
in past issues of JC-K, have done magnificent work in 
previous campaigns. Others can do as well—if they will 
put the same thought and energy into the effort. Let’s 
do it. 

Remember—the men on the fighting fronts are giving 
their lives—we are only asked to lend our money. 


LET'S NOT GO BACK 


Some pay—nobody knows when—though it probably 
won't be as soon as all of us were hoping a few months 
ago—this war is going to end, and we'll all have to read- 
just ourselves and our businesses to ie eamascaaccaas 
tions. 

But let’s not go back to all the things that were done 
before the war—the bad practices that were brought 
about by trying to out-do every competitor—the trade 
abuses that were once so common but that have now so 
largely disappeared as a result of war-time stringencies. 

Let’s not go back to trying to see who can give the 
easiest credit—the smallest down payment—the longest 
time to pay. Let’s not go back to giving away the profits 
vf the watch department by trading in old, wornout time- 
pieces at ridiculously high valuations. 
semi-annual silver flatware sales at half price. Let’s 
not go back to doing wztch and jewelry repair work at 
coolie wages. Let’s not be so afraid of losing a sale 
that we'll give away our shirts to make it. 

In short, let’s run our businesses o1 a sane and sensi- 
ble basis—let’s not get so be-dazzled by the desire for 
volume that we forget the net profit. Let’s remember 
always that the thing v.hich determines the success or 
failure of a business is not how mauy dollars a year we 
take in, but how many are left in the bank after all the 
bills are paid. 
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Let’s not stage - 


USE THAT EXPERT KNOWLED 


Says A BULLETIN issued last month by the U. S. Cham 
ber of Commerce: 

“Changes in customer demand, new shopping habi 
and trends in standards of living bring about import, 
changes in types of retail stores. 4 

“In the 1929-1939 decade, the census reported some 
significant decreases — furniture stores decreased by 
5,251; cigar stores and stands were 14,744 fewer; and” 
there were 5,439 less jewelry stores. a 

“In spite of the disappearance of a substantial ny m- 
ber of stores in a particular category, the products P - 
viously sold through such outlets find their way to mar 
ket through other channels. For example, sales of 
cigars, cigarettes, and tobacco made through food stores, 
eating places, and drug stores were three times as g eat 
in 1939 as the total volume of all sales made through: 
cigar stores and stands.” RY 

Further comment might have been added on the way 
that department stores and other types of outlets h e 
been cutting into the jewelry field, while the number of 
outright jewelry stores has been shrinking. ° 

The moral is that if the jeweler wants to hold his o p 
in the post-war world, he’s got to do a better job's 
selling the public on th¢ value of the specialized kno le 
edge and expert advice*which only the trained jeweler 
can render. He can’t beat the department store om 
price, but he can offer something the public needs, and: 
that the department store clerk simply hasn’t got. 
he’s wise, he’ll capitalize on it. 


A CHRISTMAS WISH 


Once MorE THE Christmas season has rolled aroun¢ 
and once more THE JEWELERS’ CircuLAR-KEYSTONE @X- 
tends its greetings and good wishes to all its many thou- 
sands of readers and advertisers. 

As we look back over the year that is drawing to 
close, we see a great deal for which to be thankful ay 
great deal for which to feel sorrow. For the mate 
blessings which have been showered upon all of us, 
should be grateful, but we cannot—we must not—forget 
the tragedy of the great struggle that is engulfing the ~ 
world, and in which so many of our finest and bravest | 
have laid down their lives. 

Our greatest debt of all is owed to these men and te: 
their comrades who are so valiantly carrying on the” 
fight. Let us, as this holy season approaches, pray to — 
God that their sacrifices have not been in vain, and that 
glorious victory to achieve a world in which freedom and” 
peace shall reign, may soon crown their efforts. 


yet Ne rb 


Editor 
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